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REG.U.S. PAT. OFF. 


THE TRADE ARE 
ALL TALKING ABOUT 





Behind the Queen Quality line stands the world’s largest shoe 
manufacturers and a broad national advertising campaign in 
HARPER‘S BAZAAR 
WOMAN‘S HOME COMPANION 

DELINEATOR 
LADIES‘ HOME JOURNAL 


Specially featured for the season is the popular LaFiesta group 
of new, smart, punched-out patterns shown. All are available 
for immediate shipment from our comprehensive floor stocks. 


QUEEN QUALITY SHOE COMPANY » ST. LOUIS, MO. 
Branch of International Shoe Company 


To retail at $5.00 and $6.00 » « » Deluxe models to $8.50 


SONORA 


Super Flex Process 


Style 4497—Same in White 
Kid 3.60 
Style 4499—Same in Admi- 
ralty Blue Kid $3.60 


FASHION'S NEW SUCCESS 


Inspired by the loveliness of rare old Spanish laces, 
Queen Quality contributes a new note of elegance to 
the footwear mode. The lacey, perforated pattern of 
La Fiesta, as displayed in the Senorita pump, Seville 
strap and Sonora tie, and featured in white, black and 
the season’s most popular colors, provides a perfect 
accompaniment to fashion’s smartest costumes. 


In all of the many new models offered by Queen Quality 
for Spring, you will find the same excellence in materials, B2%4.9 C3%9 
workmanship and design for which this fine footwear is Style 4485 — Same in 
famous...the same correct fit, fatteringly trim yet delight- Black Kid 

fully comforting, allowing the foot to relax with ease. 


SENORITA 
Super Flex Process 
Style 4487—WhiteKid. .$3.60 
Copley Last, 17/8 Covered 
‘Sodorsd Heel 
AAA5-9 AA4%-9 A4-9 
ra 


Dull 
$3.35 
SEVILLE 
Super Flex Process 





Queen Quality Shoe Co., St. Louis, Mo. 
Division of International Shoe Co. 


Cnty Si Mees 


sold in leading stores 


REG.U.S, PAT. OFF, 


Style 4492—White Kid $3.00 
Contes Cast, 17/8 Covered 


AAA5-9 AA4}:- 
B2u%-9 C3':9 
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The VOICE of the TRADE 


M., P. Gaddis, 


of Hutchinson-Winch Company, 
Boston, sent the following letter 
to his traveling salesmen: 

“It has been a source of amaze- 
ment right along that shoes could 
be sold at such low prices. The 
‘cat is out of the bag’ now, and the 
newspapers have been calling to 
the attention of the public condi- 
tions in certain shoe centers pro- 
ducing shoes at starvation wages. 


“The American public denn not 
want shoes made under sweat- 
shop conditions, for everyone 
knows that shoes sold at too low a 
price come right out of the hide of 
the shoe workers, and no one can 
make money on them. 

“We have continually preached 
the selling of better grade shoes 
which enable shoe workers to be 
paid a decent wage and will allow 
sufficient mark-up to make money 
for the manufacturer and retailer. 

“Nobody benefits from the sell- 
ing of cheap shoes. Shoes that 
have nothing but appearance are 
not bargains at any price. . . 
Retailers who half- -heartedly 
started to tell every salesman that 
called on them that all they had 
call for was $1.00 shoes for chil- 
dren and $2.00 shoes for women, 
finally ended up by convincing 
themselves, and nearly everyone 
else, that this was 100 per cent 
correct. 


“The truth of the matter has 
been that retailers and salesmen 
have not put up as good a fight 
as they could, to sell better grades. 
They have generally taken the line 
of least resistance, and now the 
limit has been reached, so that re- 
tailers have got to begin building 
back, on the ground that they have 
lost by not taking a firm enough 
stand on the selling of better 
grades. 

“No one profits from the sale 
of cheap shoes—not even the 
wearers, for even they do not get 
their money’s worth. 

“The sale of better grade shoes 
is essential to a return to good con- 
ditions for the shoe worker—the 
shoe manufacturer—the retailer— 
and finally, to you, the salesman on 
the firing line. 


Nathan Hack 


of Hack’s Orthopedic Footwear, 
Detroit, Mich., says: 

“MORE TRUTH THAN 
POETRY! Life’s a circle, you 
always end where you begin—You 
meet a gal and you fall for her. 
You’re miserable until she says 
yes. You marry her and you're 
miserable again—You start in life 
as a child and when you reach the 
end of life’s journey you’re child- 
ish—She buys a pair of your 


P.M. shoes one day, returns them 
the next for a refund and the 
shelf-warmer gets back homé to 
roost—You’re flat broke so you 
start a shoe store. You make 
dough when that rich Uncle dies 
and put it in the bank, and bingo 
you are broke again—Life’s just 
a circle; you always make the 
rounds and come back to the very 
spot where you started from.” 


WPTHE ENTIRE INDUSTRY 
LAT] VAR ASA SLL AXAM AY. 


Bw H. Stone, 


manager of the National Shoe 
Retailers Association, in Boston 
on official business said: 

“Everyone in the industry, in- 
cluding retailers, has understood 
that credit conditions have been 
for months the biggest question 
confronting our trade. This now 
should be relieved, in part, and 
more or less improved coincident 
with a readjustmnt in general 
banking conditions. 

“The greatest possible benefit to 
a general improvement of busi- 
ness among retailers, manufactur- 
ers, tanners and other shoe and 
leather interests would be a coun- 
try-wide acceptance of better 
quality merchandise. If all our in- 
terests would get behind, support 
and in every way possible, work to 
the end of obtaining acceptance of 





better quality footwear, such a 
plan would automatically bring 
about a ‘grading up’ process, 
which in turn would increase the 
dollar unit of sale at retail. 

“This now is the only sound 
method for retailers to work out 
of the ‘red.’ It would, at the 
same time, bring about a readjust- 
ment upward in wholesale prices 
that, in turn, would provide means 
for manufacturers and others to 
be relieved of labor troubles, due 
to existing low wage levels. 

“Grading up through quality is 
the means—and the only. means— 
of increasing the dollar unit of 
sales. It is a plan that should 
have the solid support and encour- 
agement of the entire industry. 
Cheap shoes, low prices, unsatis- 
factory product, should be for- 
gotten. 

* * * 


Lée Shoe Merchants’ 


Council of New York warns the 
public against the shoe speakeasy 
—the latest racket—saying : 
“They are usually small-fry 
racketeers who open little shops 
along side streets and use con- 
spicuous, misleading signs, such as 
‘Cancellations from Fifth Avenue 
Shoe Shops,’ ‘Finest Footwear 
Obtainable’ and ‘Hand Made. 
Price $2.95. Values Up to $20,’ a 
statement by the council said. 


G~SH-5, 


111 


“The shoes exploited are in re- 
ality not cancellations from Fifth 
Avenue shops, but are cheap imi- 
tations of what the shoe racketeer 
believes is a popular, high-priced 
model, which he has had copied 
by unethical shoe manufacturers. 
In some cases he has almost exact 
copies made of the established 
firm’s name stamp and imprints it 
on the inside of the lining and also 
stamps it on the soles. He often 
secures copies of the legitimate 
firm’s cartons. 

“One method of the shoe rack- 
eteer is to ascertain from prospec- 
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rf / 4 : 
DOWN TO EARTH! 

—Everybody wanted to be a General in 
1928-29. 

— It was difficult to find anybody who want- 
ed to march in the ranks. 

—The sky was the limit. Anyone who wasn’t 
making more money without working than 
he was by working was a piker, a fool, a 
poor nut to be sneered at. 

—But today the world is full of recruits for 
the ranks. 

—A job is something to take your hat off to. 

—Most Generals are “on the spot,” and not 
to be envied. 

—A good salesman on the floor is better 
a a poor merchant in the Bankruptcy 

ourt. 


Zot 6 Toh 


President. 


tive retail customers what out- 
standing firm’s shoes they prefer. 
Then they go into a back room, 
where they have _ counterfeit 
stamping outfits, and place any 
wanted name on the shoes. Gen- 
erally this sort of fraudulent prac- 
tice is confined to exploiting wo- 
men’s shoes, but the practice has 
grown to such an extent that 
counterfeiters of men’s shoes are 
becoming active.” 


*x* * * 


(ovules forty-two 
cities in thirty working days, 
places the average fellow in a 
class of an air-mail pilot and yet 
honors for this _ outstanding 
achievement go to Sol. Mayer, 
former vice-president and _ sales 
manager of Julius Grossman, Inc., 
of Brooklyn, and now in the same 
capacity with Vim-Ode Shoemak- 
ers, Boston. He just returned 
from this record-breaking trip 
and is receiving the congratula- 
tions of New England shoemen. 

Mr. Mayer left Boston Feb. 2 
and returned March 10, carrying 
two bags—one containing thirty 
shoes and personal effects in the 


other. He opened accounts in. 


forty-two key cities, selling one 
account in a city; never using a 
sample room and rarely sleeping 
in a bed. 


The widely known and popular 
sales executive used airplanes and 
pullmans in his entire trip and ar- 
rived home physically “in the 
pink,” and quite naturally a happy 
man over the reception his new 
product received. 

* * * 


Ruth H. Kerr, 


fashion exponent of calfskin foot- 
wear, addressed the sales staffs of 
the four stores of Farr Bros. Co. 
She appeared at the Allentown 
store and gave a broad picture of 
fashions and the diversified ma- 
terials needed in service of shoes. 


* * xX 


Merchants write 


us and say that they cannot com- 
pete in price when a bulk consign- 
ment of gym or tennis shoes is 
shipped to local high schools for 
selection, sale and distribution 
through the gym teacher. They 
write to find out how other mer- 
chants have solved the problem— 
whether through protest to the au- 
thorities of the city at the Board 
of Education to prevent the sale 
of merchandise in the schools—or 
direct to the supplier who jumps 
over the store for a bulk order. 
x * x 


Cash Prizes 


for selling findings were given to 
rine men at the meeting of sales- 


rth 


men and managers of the metro- 
politan district stores of the Wise 
Shoe Company. Each prize was a 
stimulant to selling the customer 
a second article. Rebe Mann gave 
the following selling tips: 
“PRICE SELLS THE FIRST 
ITEM—IT TAKES GOOD 
SALESMANSHIP TO SELL 
THE SECOND—KNOW your 
merchandise and sell your goods 
on its meritt—Have FAITH in 
yourself and in the merchandise 
you are selling—CONFIDENCE 
based on KNOWLEDGE is one 
of the greatest assets for success- 
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ful selling—SUGGEST an arti- 
cle related to what the customer 
buys—Do not be over-insistent, be 
CONVINCING— Make _ your 
customer feel you have HER IN- 
TEREST at heart—NEVER 
ARGUE questions of taste—You 
are not merely selling merchan- 
dise but also SERVICE and HU- 
MAN UNDERSTANDING. 
“KNOW your merchandise— 
RESPECT yourself and your 
merchandise — SUGGEST acces- 
sories—Be TACTFUL and UN- 
DERSTANDING — Always be 
COURTEOUS—AND WATCH 
YOUR SALES GROW!” 


* * * 


,— F. Anderson, 
secretary of the New England 
Shoe and Leather Association 
bulletins, writes: 

“The banking moratorium has 
affected the shoe trade in various 
ways, but most of the New Eng- 
land concerns apparently are ac- 
cepting such orders as are coming 
in from customers with good 
credit—and this grade of custom- 
ers are the ones that are being 
mostly favored by the tanners. 

“The Chicago stockyards. are 
receiving few cattle, bringing 
about restricted hide take-offs and 
apparently indicating higher prices 
for hides when business is re- 
sumed. Increased prices are be- 
ing bid for hides today, but actual 
sales are few and the New York 
Hide Exchange is on a holiday. 
Some sole leather tanners are re- 
fusing to accept new orders, 
while promptly filling old ones, 
and tanners are further restricting 
production. On the other hand, 
some of the larger upper leather 
concerns are accepting immediate 
new orders.” 

x * * 


Maurice Rentner, 
president of the Fashion Origi- 
nators Guild of America, at the 
fashion show held in the middle 
of “moratorium week” in the 
grand ballroom of the Waldorf- 
Astoria, said: 

“May I disprove the oft-repeat- 
ed assertion that the life of this 
(dress) industry is necessarily of 


short duration. I wish to cite the 
fact that despite the drastic gen- 
eral economic adversity and the 
widespread “treading down” ten- 
dencies in the apparel field, the 
mortality rate among the houses 
such as constitute the Fashion 
Originators Guild of America has 
been substantially lower than that 
in other fields, including those 
dealing in staple commodities. 
Strangely enough, in that branch 
of the ready-to-wear industry that 
stresses the element of price, the 
proportion of business casualties 
has been overwhelmingly greater 
than that in the authentic quality 
division of the trade—and this in 
a period of materially reduced 
consumer purchasing power. 

“There is solid substance to art 
and quality. The Guild members 
are demonstrating that they are 
eminently capable, not only of 
originating their own clothes but 
also of creating their own pros- 
perity.” 


* * * 
W. T. Dickerson 


of the Walker T. Dickerson Com- 
pany, Columbus, Ohio, wires: 
“FOLLOWING THE LIFT- 
ING OF BANK HOLIDAYS 
AND THE PRESIDENT’S 
RADIO ANNOUNCEMENTS 
WE HAVE RESUMED OPER- 
ATIONS IN ALL DEPART- 
MENTS AT MAXIMUM CA- 
PACITY AND HAVE 


BOOKED DURING THE 
HOLIDAY SUFFICIENT AD- 
DITIONAL BUSINESS TO 
INSURE STEADY EMPLOY- 
MENT TO OUR’ THREE 
HUNDRED EMPLOYEES 
FOR THE NEXT SIX 
WEEKS LET’S GO.” 


* * * 


M., I. Miranda, 


well-known Boston chemist and 
creator of several nationally 
known dressings, says: 

“Thousands of new sales in 
shoe stores remain single sales for 
the customer never comes back— 
due in a large measure to the fact 
that ignorance as to what consti- 
tutes a proper dressing has ruined 
the shoes. The merchant has been 
criticized for selling shoes sup- 
posedly of poor leather. Many 
retailers in turn have passed such 
criticism back to the shoe manu- 
facturer for “inferior” upper 
leather when, in reality, the mer- 
chant who made the original sale 
alone is to blame, for the customer 
permitted a shoe-shine attendant 
to treat. his shoes with a cheap, 
inferior dressing containing cer- 
tain chemicals, which in thousands 
of instances have ruined rather 
than preserved the shoe. 

“Additional good-will for the 
shoe retailer can easily be obtained 
by informing the customer of 
what constitutes a good shoe pol- 
ish or dressing.” 

















~n= 


Shoe Manufacturer (to buyer): “Now this little model we call ‘The Last Word.’ It’s just 
what the women want!” 
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Sound Values Cannot Yield to 
PRICE ALONE 


A letter from Frank C. Rand, Chair- 
man of the Board, International Shoe 
Co., St. Louis, to Everit B. Terhune, 
President of the Boot & Shoe Recorder 


, editorial “Is America 


To Become a Cheap Nation?” has been read with 
interest. 

Your ideas are in line with the principles that we 
have followed more than a quarter of a century. 
During the past year or two, all has been done that 
we could do to stimulate and support the very things 
that you suggest. 

As we see it, there is a pretty wide clamor at this 
time for low prices; but that need cannot be satisfied 
by an article of doubtful value or shoddy construc- 
tion. 

A frugal housewife protested in the December 
issue of The Forum as follows: “Bargain shoes 
looked very nice at first, but assumed strange shapes 
with subsequent wearings. Certain parts of inner 
construction went into complete dissolution, if I were 
caught in a shower. Such experiences have made me 
suspicious of industry, if low prices are used as an 
excuse for selling me poor quality goods.” 

“Goods” made to sell at a price without regard to 
quality destroy good will. They mislead the consumer 
and take from him not only a part of his savings but 
deprive him of that confidence which is so necessary 
to a satisfied customer. 

At no time in our company’s history have we been 
willing to make shoes of deceptive construction; our 
convictions and training are not along these lines, 
and our policy of sound values cannot yield to price 
alone. 

We are preaching and hammering these ideas into 
our sales force all the time in an effort to overcome 


tendencies toward lower prices that are necessarily 
accompanied by pronounced deterioration in quality. 

This letter is written to give you assurance that 
you have in us an ally in the thing you are trying 
to do. 

Enclosed is copy of a circular letter that we mailed 
to our customers on Oct. 4th, 1932. In this is quoted 
a splendid article by a Texas banker on “The Essen- 
tial Profit.” 

FRANK C. RAND. 


* * 


A leading Texas banker has written the following 
article for the September issue of his bank’s monthly 
publication or house organ: 

“THE ESSENTIAL PROFIT” 

“Only a strong expectation of profit can justify 
the risks of business, the investment of capital, the 
expenditure of thought and energy, the entailment of 
work and worry. If profits are not made, the effort 
becomes drudgery and failure is inevitable. More- 
over, such failure may be brought about as easily and 
quickly by wilful disregard of the known fundamen- 
tals as by incompetency. 

“During the last two years, many of our business 
men have, apparently, lost sight of the importance of 
making a profit. In a scramble for volume, they have 
deluded themselves into believing that they could do 
the impossible. With most or all of their reserves 
gone and with business vitality at low ebb, they are 
now beginning to try to get back to fundamentals 
and restore the essential profit. With many it will 

[TURN TO PAGE 50, PLEASE] 
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OTHING can hold back the sun. It is rising and with it comes a sport shoe season— 
for just as sure as day follows day—the public will soon be receptive to a change in 
footwear. A major change is heralded this year and it has token of being “for the better.” 


One thing we must never forget—with or without employment, with or without infla- 
tion the people of America will soon learn how to enjoy abundant leisure. People are 
beginning to learn the true values of outdoor life. Footwear will play a bigger part be- 
cause of the major change that has come in the habits of mankind. With or without tech- 
nocracy, less hours are needed in all lines of activity to produce the goods and services 
needed. 


The release of time, whether it is in voluntary-leisure or enforced leisure, will make a 
market for all sports-wear and footwear. The old order of things is passing quickly—for 
the men who direct industry and finance are, in general, in old age and find their greatest 
joy in work and their greatest difficulty what to do with their leisure. 


But young America, in this new age, will balance work with play and will find in sum- 
mer time the great values to health and happiness that comes through outdoor activity. 


We open a sport shoe season with a realization that the sale of shoes follows the accept- 
ance of a sports and outdoor year. Every merchant, everywhere, needs to get ready for it. 








We Announce NATIONAL SPORTS SHOE WEEK, May 22-29, 1933 
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Fashion Points 
about the new 


Sandals 





INFORMAL 


Mad 


i" 


FOOTWEAR 


ail 


| 


i 


How can you tell a beach shoe 


this year? The answer is, most of the time you can’t! Now 

that pajamas are more tailored and less naked, pajamas, and 

the shoes that go with them, are going to be more acceptable 
for general wear. Now that they are making beach dresses 

for lounging about on the sand, you can’t distinguish a bath- 
ing beauty from a girl who is supposed to be dressed and 
in her right mind! 


There is going to be an enormous de- 
mand for informal, inexpensive Summer sandals this year. 
A few of them, to be sure, have the heavy “sand” heels that 
are only at home by the sea. But most of them will be worn 
all over the map, whether there is water around or not. 


The average shoe store is up against this problem: Shall 
it go in for these informal shoes or leave that business for 


2—Nice detail in the sole, as 


3—A moccasin model in mesh 
in the scalloped edge of and linen weave. White or 
this sandal, is a new fea- deep, strong colors styled 
ture of pajama footwear. for boating clothes. 
4—A Ghillie effect closed up 


5—A sandal in linen strips of 
at the sole to give greater 
protection to the toes. 


different bright colors with 
the new "slip noose” ankle 
strap. 
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I—Heavy, clog-like heels are this 
year's new thought. Such models 
are definitely limited to the beach 
since the heel is designed to pre- 
vent sinking into sand. The ma- 
terial is homespun. The boat 
shaped sole is another new fea- 
ture. 


By 
RUTH 
HARRINGTON 


the other stores in town? Can it afford to merchandise this type 
of shoe? Can it, on the other hand, afford to miss this trade? 
When beach shoes stayed on the beach and had only a limited 
use—that was one thing. But now there is such a general de- 
mand for informal footwear—this is something else again! 

If we had the problem of merchandising Summer shoes for 
the average shoe shop, we would have—this year—a good selec- 
tion of these inexpensive shoes. But we would be careful to 
keep them gay, bright, informal, “occasional” and not to mix 
them in style or price with the more classic standbys of a shoe 
wardrobe. They would all be “easy come, easy go” shoes. A 
woman could be quickly attracted to them because they were col- 
orful, somewhat extreme in style, a change from the rest of her 
shoe wardrobe. Because they were inexpensive, she wouldn’t 

[TURN TO PAGE 42, PLEASE] 


6—The "Dun Deer" sandal with 7—The jig-saw puzzle vogue 
its thong- fastened sole, was the inspiration of this 
shows the new feeling for flame design in linen over- 
"handicraft" detail. lays vulcanized on mesh. 


8—Crocheted materials are im- 9—Sandals that suggest an 
portant in both white and open throat oxford are a 
multi-color effects. new pattern development. 





This model is in crochet 
with cork lining and 
wooden heel. 
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Sport Shoes to Increase 


Distinct Seasonal Appeal Big Need in Men’s Shoes 


More emphasis on the division 
of men’s shoe styles into two distinct seasons, namely, 
Spring and Summer, is very timely. It is probably 
the factor, if promoted in the proper manner by co- 
operation among men’s shoe merchants, that could 
do more than anything else to increase the men’s shoe 
business. 

Due to economic conditions, there will be a strong 
tendency to make black and brown Winter-weight 
shoes last until the Summer white season. Intensive 
promotion on Spring-weights to overcome this idea 
is necessary. 

Any remarks I make in this article will be based 
on our own particular community. Stores farther 
South will of course show white shoes sooner. But 
due to climatic conditions in the North, we can easily 
divide our selling seasons into Spring, Summer and 
Winter. 

Why should men try to stretch their heavy Winter 
shoes over the Spring season until the regular Sum- 
mer white season arrives? The fault lies with shoe 
merchants themselves in neglecting to get across to 
the men customers the fact that there are certain shoe 


styles that by their construction are most adaptable 
for Springtime wear. Flexible shoes, light weight 
shoes that are very trim and racy in appearance. 

Men’s shoe styles change slowly, but the fact re- 
mains, nevertheless, that they do change. The nar- 
row toe style started several years ago, is very popu- 
lar now and has even made its appearance in boys’ 
lines. High school boys a few years ago wante: 
wide-toe shoes. Now they want them narrow. Even 
the staple men’s trade that always wore wide French 
toe lasts is asking for narrower French lasts. Shoe 
men should watch their stock very closely on these 
lasts or they may soon find themselves loaded up with 
obsolete numbers. Lasts for Summer will be about 
the same as those used for Spring. 

For Spring, I believe that wing-tip patterns will 
continue to lead, followed by straight-tip styles. For 
Summer sport shoes, wing-tips will again lead, but 
for the man who is looking for something different, 
the plain-toe pattern, with no saddle or seamless 
should be attractive. Plain toes and moccasins are 
always good for active sports wear. 

Light weight calfskins and goatskins will have 
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Summer Volume 


By DAVID LEWIS 


David Lewis, the author of this interesting survey of men’s 
shoes for Spring and Summer, is buyer for the men’s and boys’ 
shoe department of the Charles H. Bear & Company department 
store in York, Penna. He is also one of the prime movers in 
the York Retail Shoe Merchants Association. At the present 
time, he holds the important post of secretary of that live 
organization. He is not yet 30 years of age, but his shoe 
experience extends over ten. And he knows his stuff. 


yo SF 


their place in Spring shoes in the order named. If 
properly presented, goatskins for men’s light weight 
Spring shoes should be successful. For high fashion 
in Spring shoes there will be some suedes and bucks 
sold in shops catering to the younger man. For Sum- 
mer sport shoes Nubuck, buckskin, elk, calf and 
some goatskin in order named. The most desired 
item in men’s sport leathers will be those with a nappy 
finish. The use of goatskins in sport shoes is some- 
thing new and will be watched by shoemen with much 
interest. 

[TURN TO PAGE 46, PLEASE] 


The wing tip models 
are especially appro- 
priate for wear with 
single breasted Sum- 
mer suits. Illustra- 
tion courtesy of 
De Pinna, Fifth Ave- 
nue, New York. 















































































































































On the extreme left is a plain toe 
brown veal with a brown calf 
saddle of a darker shade than the 
vamp. The shoe carries a ribbed 
rubber or fibre sole and is used 
largely by those golfers who do 
not belong to a club. It is a prac- 
tical all-around sports shoe. 


The center shoe is made in both 
straight and wing tips. Many 
buyers predict the black and white, 
and the brown and white combina- 
tions will sell fair this season, but 
that the all-white shoe will develop 
increasing strength. 


Moccasin types in many combina- 

tions will undoubtedly enjoy a good 

sale this year. Leather soles, plain 

or spikes, rubber and fibre soles 

are all being ordered in generous 
quantities, 
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Fill Your Store 
with CUSTOMERS 


Based on an interview with W. L. Hung, Assistant Operating 
Director of Wise Shoe Company 


By HARRY R. TERHUNE 
Field Editor of BOOT AND SHOE RECORDER 


A retail shoe merchant has one 
main job, to buy shoes and sell them at a profit. 

Let’s apply this to the problem of merchandising 
Summer shoes. How many merchants know it is 
possible definitely to chart colors, as a family, in 
advance? Yet experience proves that colors by 
families repeat themselves regularly in certain well- 
defined proportions. 

Fully 80 per cent of buying problems, whether 
color, type, material or style is under consideration, 
are the same the country over. The thought of try- 
ing to merchandise to fit the needs of an individual 
store has only to be carried forth in the remaining 
20 per cent. This shatters the oft-repeated cry of 
“my store is different.” 

1. A considerable experience with groups of shoe 
retailers has made it quite apparent that there has 
been one outstanding defect in the merchandising 
operations of the individual store. A general com- 
plete lack of preparation to buy has been found. In 
simple language, this means the merchants are doing 
no advance planning of merchandising operations. In 
this connection, the first task in every case is that 
the merchant must make adequate preparation before 
he enters a single shoe order for any season. With 
that thought in view, this article has been prepared 
to assist shoe buyers in making proper preparation. 

2. Take this problem of merchandising for the 
coming Summer season. What are the most im- 
portant factors to be handled in planning these Sum- 
mer operations ? 


(a) How many pairs of shoes are going to sell dur- 
ing the Summer season? 

(b) How will this selling be divided among the 
various colors and materials that are in the pic- 
ture for the Summer? 


(c) Based on these sales estimates, how large an 
inventory should be built? 

(d) How should that inventory be divided among 
the colors and materials? 

(e) When should that inventory be built? 

(£) When should a merchant stop buying shoes that 
sell in quantity. only during this Summer season? 

3. Taking first the matter of sales estimating. 

This should be in pairs of shoes and should cover at 

least the period from May 15 to Aug. 1. 

(a) This sales estimate is the beginning of all plan- 
ning operations. One cannot intelligently plan 
how much stock one must have at the beginning 
of any season, until a definite forecast is made 
as to how much stock will be sold during that 
season. 

Specific method of making this sales estimate 

cannot be discussed here. This necessarily de- 

pends on two things. 

(1) Records of past sales available as a basis 
for forecasting future sales. 

(2) Judgment of merchant in using these rec- 
ords together with his general knowledge of 
business in his community. 

4. The next step in this planning process is to 
break these sales totals down into the specific colors 
and materials in which the sales will take place. 


As a general guide in this step, the chart illus- 
trated gives a graphic method of operation. This 
chart shows the actual Wise Shoe Company forecast 
of selling by colors and materials for the Summer 
period beginning May 6 and ending July 29. 

This of course is a percentage chart, but the inter- 
pretation is easy. For example, the chart shows a 
forecast of 25 per cent in white kid shoes. This 
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By Having 





What They WAN T 


When 
They Want It 
in SUMMER.-TIME 


means that the Wise Shoe Company forecasts that 
out of every 100 pairs of shoes sold during this pe- 
riod, 25 pairs will be white kid. 


F using this chart and 
planning the selling by colors and materials there 
are three very important things which must be kept 
in mind. 

(a) Do not lose sight of the importance of blacks 
and other color families for Summer selling. 
True, the entire white family represents 42 per 
cent of the total Summer selling. But do not 
sacrifice the other 58 per cent through neglect 
or oversight. 

The basic color families such as black, white, 
beige, etc., repeat themselves year after year in 
about the same relative strength. To be specific, 
the white family, which represents 42 per cent 
of the sales for this coming season, will run 
about that percentage year after year. The only 
change that will occur will be of pattern and 
material. 

Large year to year variations will take place in 
the specific leathers and combinations within the 
color family. For example, much is heard about 
the tremendous all-white season this year. And 
this is true. However, here is the significant 
thing. The increase in all-white selling will be 
at the expense of fabrics, and white and color 
combinations. It will not increase the impor- 
tance of the white family as a whole in rela- 
tion to the other colors. A large all-white sea- 
son does not necessarily indicate a proportion- 
ately smaller black, blue or beige selling. 


WHITE 
KID 


25.10% 





Estimated Sales in Per Cent 
May Ist to July 29, 1933 


(d) In using this chart in the above guiding prin- 
ciples there are several things to be considered. 
There may be some differences in the timing 
of the Summer period due to the difference in 
climate. This chart represents the forecast of a 
high style, large volume specialty house. Local 
differences in types of shoes may exist here and 
there. This would represent the 20 per cent 
previously mentioned. 

5. The next step after breaking down the sales 
estimate according to colors and materials is to plan 
the anticipated inventory. There are three general 
principles that must be used as a guide in this work. 

(a) The inventory must always bear a planned 
relation to your sales. If the plan is to sell 25 per 
cent of shoes in all-white, then 25 per cent of the 
inventory at the start of the season should be all- 
white shoes. This ideal, of course, is rarely attained 
100 per cent, but the closer a buyer comes to it the 
more successful he will be as a merchandiser. 

(b) If the Summer selling season begins in the 
middle of May and ends Aug. 1, the peak inventory 
should be during sport shoe week or from May 22 
to 27. 

(c) In a short, concentratel season such as Sum- 
mer, be content to lose a few sales at the end of the 
season because it is smart merchandising to know 
when to lose sales. If a buyer tries to protect sales 
right up to the end of the season, he will eventually 
find himself with a quantity of left-overs on his 
shelves. All his legitimate Summer profits will be 
tied up in this left-over stock, which will not be worth 
ten cents on a dollar next year. This is a very vital 
point in profitable merchandising. 

[TURN TO PAGE 46, PLEASE] 
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Sound Business Precedes Purchasing Power 


- you visualize any lasting 
recovery without restoration of consuming power? 
That is the real test to follow the beneficial actions 
taking place in Washington. The consumer must 
now stage a comeback. 

We learn from our newspaper source at Washing- 
ton, that President Roosevelt is tremendously pleased 
with a letter he received from a patriotic shoe man. 
This man wrote: 

“We are with you, Mr. President. We 
admire what you have done and what 
you are doing. But the job is too big 
for one man to handle. I wish, as an 
individual, to do my bit. If every indi- 
vidual in America would assume the re- 
sponsibility of mobilizing his time and 
effort, you would have 123,000,000 little 
presidents of their own lives and living, 
working for the good of all. 

“As an individual, I have looked at my 
business and have resolved to make it 
sound, solvent and serviceable. And I 
want you to know that I stand ready to 
do my share.” 


With that spirit, America will win and win quickly. 
The individual no longer wishes to lean on his bank, 
his industry or his government. He plans to stand 
on his feet and build for himself a successful life 
while giving to every other man the privilege of doing 
the same. 

“Sound banks” as a mandate by the government, 
means sound business and sound business practice. 
Of this we can all be sure—that sound banks are 
going to insist upon a policy of loans to only those 
businesses that are sound in management, in struc- 
ture, in purpose and in operation. 

One thing that will do more to bring about a re- 
covery or a resumption of purchasing power, will be 
fair dealings to workers. Every industry, including 
shoes, stands indicted for examples of exploitation of 
labor beyond the needs of the hour. Strikes have 
been called because “shoe workers are working for 
such low wages that they are obliged to go to welfare 
departments, after working a full week. 


A new courage to ask a fair price for a product is 
obligatory if factory workers, as consumers, are to 
be again measured as consuming-power for all the 
goods and services needed under American standars 
of living. 

Before we can have sound products, we must have 
sound wage schedules. Before we can have sound 
retail stores, we must have sound economics per- 
mitting a living profit for all the goods and serv- 
ices, back to the raw stock itself. 

The very fact that government insists upon sound 
banks, is going to have its repercussions through the 
streams of trade which have to be made sound, secure 
and solvent if consuming power is to be maintained. 


The talk of inflation, which was 
at a high point a day or two after the national bank- 
ing holiday was declared, seems to have been largely 
the result of wishful thinking, and to have flattened 
out considerably as the various phases of the situation 
were considered. With new currency under distinct 
control, with growing assurance that the gold stand- 
ard will be maintained, with stocks of raw materials 
comparatively heavy, and unemployment ‘at or near 
the peak, widespread inflation at present seems im- 
probable. Also, the liquidation of impaired banking 
assets will for some time tend to cool security and 
commodity prices. 

The most helpful phase of the past few days has 
been the rallying of confidence. As the direction 
taken by new leadership proves to be sound, confi- 
dence will continue to increase, and business to im- 
prove. 

Forty-three billions of bank deposits must include 
some latent purchasing power. Personal inventories 
of goods have certainly not increased materially in 
the past year, and if the dammed-up volume of ‘e- 
sired goods was large last Spring, it must have been 
augmented in past months. Demonstrated confidence 
alone can force it to flow. The year is still young, 
and the 1933 profits of producers and distributors 
will be measured by the confidence shown by them. 
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SANDALS ee 
and OXFORDS 








LEAD ALL SPORTS 
SHOES IN POPULARITY! 


MIN California, Florida and in col- 

ege towns everywhere, Dun 
S4 Deers have already proven a 
sensation. 

Be the first in your community to fea- 
ture these NEW and entirely DIFFERENT 
shoes. 

They are fully protected by patent 
and are sold exclusively by our company. 

Order from the styles illustrated on 
this page. 

All sizes, widths and patterns 


IN STOCK 


White Elk Sandal 
$5 Child's, C o 
$5 Misses’, C 1 
W5 Ladies’, Bates" 


ed and Brown Elk Oulend 


We? Ladies’, 


Smoked Elk tn l 
W7 Ladies’, A ond C 3-8 
$7 Misses’, C 12-2 x 
$7 Child's, C ati 


Sughed Elk Oxford 
$3 Misses’, C 12-2 
$3 Child's, C 8-11 


White Elk Same Pattern 
W1 Ladies’, 

$1 Misses’, C 19-2... 
$1 Child's, C 8-11. 


Brown and Smoked Elk Oxford 
M8 Men's, A and C 6-11 


oe and bey Elk vert 
Men’s, A and C 6-11 


(WHOLE SIZES ONLY) 


They're handmade...the soles are 
laced to the uppers. No tacks, staples 
or cement used. Average weight 14 
oz. fo the pair. 


PLACE YOUR ORDER NOW 


Sf 


BRANCH OF 


ST. LOUIS, MO. 


When writing advertisers please mention Boot and Shoe Recorder 














oe day a woman came 
into our store on the advice of a friend. She wanted 
the same type of shoe her friend was wearing be- 
cause her friend was getting a great deal of comfort 
out of that shoe. I said to the lady: “We both wear 
glasses. I am getting a great deal of comfort out 
of mine. Would you be willing to change your 
glasses for mine?” She replied: “I don’t think your 
glasses would fit me.” So it was easy to prove to 
her that the last which was adapted to her friend’s 
foot would not necessarily be the type that she should 
wear. 

Another woman came in on recommendation, and, 
after telling us her trouble, we tried on several shoes 
which were apparently not to her liking. We said, 
gently but firmly, that we could not do very much for 
her at this time because she was not ready for us. 
Her ideas were not in accord with ours and we would 
rather not sell her a pair of shoes. We lost the sale, 
but only for the moment, because when the woman 
went elsewhere and realized that her ailments were 
not relieved she thought more of us for refusing to 
sell her the wrong shoe. She came back with the 
remark : “My dear man, I put my feet in your hands.” 

How often in explaining the shortcomings of a 
shoe you hear a person say: “So far I have had no 
ill-effects from them.” I would suggest that you 
relate a story along this line: “Surely, Madam, you 
have occasion to go away week-ends and when you 
do, you pack a grip, sometimes finding it necessary 
to get someone to sit on the grip before you can 
close it, which is an indication that you are putting 
in lots of clothes. However, when it is finally 
packed, you pick it up and it seems quite light, and 
you start for the boat or the station. After carrying 
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y 
JOHN L. HARRIS 


Manager Walk-Over Main Spring Arch Shop 


26 W. 47th Street, New York City 


In Two Parts: Part Two 


the grip for a block or two you find the grip gettin 
heavier, and yet you will not stop carrying it. You 
put some strain on the hand and arm that is carrying 
the grip. Since you made the remark that you ‘have 
had no ill-effects,’ I can merely say to you that you 
have not carried the grip far enough to feel them— 
carry it another block or two and you will surely 
realize the result. 

“In the case of the grip, you simply change from 
one hand to the other and of course you get some 
relief. In the case of shoes, you change from one 
type to another and, until the strain manifests itself, 
you believe you will get relief. But that is not fitting 
your feet.” Try this sometime and see what effect 
it has on the customer. 


Aer fitting a person’s feet 
along this line, and even before explaining to her 
that her shoe is nothing more than a mold, you will 
find that in many cases where a person has suffered 
much, she will come back with the statement: ‘Well, 
what will I do with all the other shoes I have?” In 
this respect, it is well to reply that shoes should be 
changed as frequently as any other garment. This 
leads to the opportunity of selling an additional pair. 

However, we use a psychological argument on the 
customer somewhat along this line. We say to her 
that regardless of what our inspection has told us, 
we are no different than a physician. We diagnose 
the case and provide the cure. After we see the 
effect we sometimes make the medicine a little 
stronger or weaker. In any case, we may find a 
change necessary, and in selling a person a pair of 
shoes we emphasize the fact that it is not necessary 
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to buy two pairs. “Take this one pair and wear it 
for a period, then bring it back for our observation 
and if we find that a slight change is necessary and 
it can be made in the shoe easily, we will do so and 
then sell you another pair with the same adjustment.” 

It seemg rather strange to the average customer 
to be refused another pair of shoes, when we are out 
to get as many sales as possible, but it usually leaves 
a very fine impression in the customer’s mind that we 
are not so anxious to sell as we are to fit. After we 
get a proper fit the sky is the limit as far as number 
of pairs is concerned. If we feel that our shoe may 
be suitable for daytime wear and not for formal 
functions, we simply bring to the attention of the 
customer that if they have gotten a rest they can tear 
out for a few extra hours here and there without any 
ill-effects, and the same applies to their feet. If they 
wear normal and well-fitting shoes most of the day 
and then it becomes necessary to wear a more formal 
type of shoe with higher heel, shorter vamp, narrower 
toe, because of the fact that they have worn a normal 
shoe during the day their feet are in a more receptive 
mood and then they can wear a dressy shoe without 
any ill-effects. 


Piewever, they will be glad 
to change back into the comfortable shoe, the same 
as | am after wearing a suit of evening clothes, stiff 
collar and shirt and tight vest. True, I feel all 
dressed up when I wear them, but I am glad enough 
to take them off again and get into more normal 
clothes. Some customers have brought up the ques- 
tion: “Well, it’s still the same pair of feet I have 
had all day, and if anything, they may feel more 
tired, so why change into something that may annoy 
me?” In that case you have the opportunity of 
making up a pair in a dressy material and snappy 
pattern, but on the same last which will give a great 
deal of satisfaction to the customer. This is the 
way we get that extra pair. 

Do not try to put too much foot into too little shoe. 
It’s like putting a pound and a half into a pound bag. 
Another psychological problem I have not been able 
to solve is the trouble we have with two types of 
women—one wears too small a size and the other too 
large a size. A woman wearing an exceedingly small 
size, 4 or 4%4, wants her shoes too small, and a 
woman wearing a large size wants a shoe even larger. 
Vanity in one case, and extreme pain in the other. A 
sixth of an inch is the actual difference in a half size, 
and if this is explained, the average person will get 
the proper viewpoint. 

There is more educational work in the high schools 
today on hygiene and physical training than ever be- 
fore. The fundamental part of physical training 
starts with the feet. A person with bad feet cannot 


JOHN HARRIS Says: 


“If you call me a shoe clerk, I’ll fight. | have not sold 
a pair of shoes in 20 years. I fit feet. My customers 


do their own buying.” 


“Which is better, to deal with a man who is clever in 
fitting or a man who is clever in selling?” 

* * & 
“Too many people think they have a pair of feet and 
that they want a pair of shoes. They may have two 
feet, but they are far from being a pair.” 

* * * 
“Many people bring in their foot ailments, then pro- 
ceed to prescribe their own cure. Our answer to that 
is to say: ‘You are not ready for us yet. You have not 


suffered enough.’ ” — 


‘My job is to take folks’ feet off their minds and put 
them back on the ground, where they belong.” 


accomplish much in physical training. I had the 
opportunity of addressing a class of growing girls 
and tried to impress upon them that they have but 
one pair of feet which is to last them a lifetime, and 
there are no replacements for anything that may go 
wrong with the mechanism of the foot. Among girls 
of fourteen, fifteen and sixteen, the impression you 
‘eave with them is the one they carry the rest of their 
days. What you can accomplish with women of forty 
and fifty today is not to be compared with right build- 
ing of the feet of young girls, and giving them the 
right viewpoint. The girls of today are the women 
of tomorrow. 


Dining school times we often 
visit the physical directors and impress on their minds 
the necessity of their children wearing the proper 
types of shoes during physical training, with the re- 
sult that they today advocate broader toes, lower 
heels and shoes with a firm grip through the instep 
and heel to prevent the foot sliding forward—which 
is a prime factor in preventing metatarsal trouble. 

In fitting feet that come to us through recommen- 
dation of a doctor, we emphasize gently but firmly 
to the customer that our responsibility is greater to 
the doctor than it is to the patient. For after all we 
consider ourselves nothing more or less than a drug 
store in filling prescriptions, and they must be filled 
in accordance with the doctor’s orders. In pointing 
this out to the average woman, we ask her what would 
be her reaction to bringing her doctor’s prescription, 
leaving it for a period of an hour or two to be com- 

[TURN TO PAGE 48, PLEASE] 
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25, 1933 fae? 


that certainly brings home 
the business for you 


sn is an advertising campaign that shows your 
customers what they want in shoes: 


ECONOMY! 


It tells how they can get longer wear for their money— 
and that’s a lot more important to shrewd buyers than 
getting the lowest price any day. 


The economy of Goodyear Wingfoot Soles is obvious— 
no sole ever built can outwear them. And a long-wearing 
sole means a long-wearing shoe. 


That’s the story told, week after week, in LIBERTY— 
in THE SATURDAY EVENING POST—in COLLIER’S — 
three powerful weekly magazines that place more than 
7 million copies in the hands of substantial families 
every time one of these advertisements appears and 7 
million families mean almost 30 million prospects! 


That’s advertising! With such power behind a real sell- 
ing idea, it certainly means business for you. 


WINGFOOT SOLES 
AND HEELS 
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Attractive Springtime window displays like this one from Chandler’s Boot Shop, Geary Street, San Francisco, will help persuade customers 
to change dollars into shoes. 


Tell Customers Through Windows 
“Spring's the Time to Buy” 


A rather cold and dreary March 
in many sections of the country has had a strong 
tendency to slow up early Spring selling. Bank holi- 
days and the general confusion attending the demor- 
alized financial situation of the past few weeks have 


proved an even greater obstacle. Perhaps it’s just as 
well that Easter comes late this year. By that time 
the public should be in a better mood to buy. 

We asked the financial genius of a big New York 
retail shoe firm what the closing of the banks did to 
him. He told us his sales were off more than 50 per 
cent in the period that the banks were closed. 

“Will you get that business back later on?” 

“That’s a question that has always interested me,” 
he ‘said. “And I’ve never yet been able to find the 


answer. It’s like a rainy Saturday. I suppose we 
must get, eventually, the business that we would have 
gotten if the sun had shone. Or part of it, at least. 
But we never can seem to find it.” 

Getting that elusive “lost business” that should 
have been done in the first two weeks of March, but 
wasn’t, is going to be one of the biggest problems 
of the retail shoe store in the next few weeks. The 
sales that would normally have been made during that 
period represent, in most cases, potential business 
that, with proper effort, can still be had. The season 
is young, the need and the desire for new shoes still 
exists, and most of the people who had the money 
before March 4th are still able to buy. But it’s any- 

[TURN TO PAGE 53, PLEASE] 
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The public cannot be expected to be technically informed 
regarding the hall-marks of serviceable sole leather. How- 
ever, there is that something in human nature which can 
be depended upon to “size up” a quality product instantly. 
Because the NATURAL FINISH of Kistler “BENCH 
BRAND” Leather Soles, makes the appeal to this human 
trait which moves shoes at profitable prices, it is no wonder 
that it is frequently said—“Those are some soles”. This chart represents a side 


of leather. The part used 
KISTLER “BENCH 


KISTLER’BENCH BRAND’ BRAND” SOLES. is abou 
SOLE LEATHER EXCEPTIONAL FINISH 


is extensively used by manufacturers of dress, sport and 

heavy-duty shoes. Their products are examples of fine FIELD-TESTEO FOR WEAR 
craftsmanship. Purchasing from their lines places you in FLEXIBLE IN ALL IRONS 
position to command a volume of desirable trade. As part UNIFORM RIGH COLOR 
of our plan to co-operate with the trade in merchandising 
shoes bottomed with the Finest American Tannage, we MOISTURE RESISTING 
offer to send a list of these manufacturers to any whole- QUALITY MAINTAINED 
ml and retailer. “Do not pay the penalty of poor sole 
eather”. 


KISTLER Re company 
BOSTON:-MASS: 
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Modern and artistic interior of the New Palace Shoe Store, of which William Kahn is proprietor, in New Rochelle, N. Y. 


Store Site Was Community Center 


And New Palace Shoe Store Is Show Place 
To Which New Rochelle Points with Pride 


The New Rochelle Standard-Store 
tells an interesting story of an interesting firm, that 
of William Kahn, whose new Palace Shoe Store, 
opened some months ago, is one of the outstanding 
retail stores of this populous community in West- 
chester County, New York. 

“During the eighteen seventies,” says the news- 
paper story, “at a spot which is now 518 Main street, 
stood a little wooden building which was known as 
the general store and post office, but served as a 
community center. It was the general store of B. 
Badeau, father of Benjamin Badeau, former mayor of 
New Rochelle. 

“On a bulletin board outside the store were posted 
all notices of meetings, town affairs, and news of all 


sorts. That bulletin board was really the town’s news- 
paper. Here also the young and old of the town 
gathered to discuss town topics and to watch the 
stage come in. The stage coach to Boston made this 
general store its stopping place, and stage coach 
schedules were posted on the bulletin board. 

“Upon the site of that old general store, which was 
the heart of the town and the center of activity, Wil- 
liam Kahn built his first store, the Palace Shoe Store, 
in 1900. 

“The first Palace Shoe Store, which was a dinky 
little building about 35 feet deep and with a 15 foot 
front, was sufficient for the business at the time. But 
later, as business grew, it was altered so that it was 

[TURN TO PAGE 53, PLEASE| 
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LEONA” by Laird, Schober and 
Company, Phila. Four eyelet tie, 
punched quarter and vamp, under- 
lay in champagne kid. Hubsch- 
man's Tandrite Calf, color No. 28. 








The Feminine Eye 
is attracted 

by Tandrite’s 

Lustrous Finish 


wn Yes, and the feminine pocketbook opens quickly to add 
he to her Spring ensemble footwear of such graceful and 
his modish appearance. 

ch Made in all the shades that Fashion has decreed, by 


vS- 


a process exclusive in many details, Tandrite Calf com- 
bines deep, glowing color, close grain, pliability, 
durability and exceeding comfort. 

Display shoes of Tandrite Calf... attract the femi- 
ky nine eye and open the feminine pocketbook. 


jas 
'il- 


re, 


0t 


- IE. HUBSCHMAN & SONS, Inc. 


E | 
Tanners of Fine Calf Leathers ..... PHILADELPHIA 





OTHER 
PEOPLES 








O.P.1.’s this week are all on the 
theme of “Foot Health Week.” 
Many merchants the country over 
give their ideas as to how they have 
promoted this event in the past and 
what they have in mind for this year. 








B. W. Childs, Thomas S. Childs, 
Inc., Holyoke, Mass. 


In the past we have devoted our 
windows and advertising to the 
promotion of Foot Health during 
certain periods of the year, and 
we intend to do this again in 
April. In addition to this general 
advertising we make personal calls 
upon chiropodists and orthopedic 
doctors, and in some cases have 
left sample shoes with them. We 
find it very helpful in sending oc- 
casional customers to the chiropo- 
dists and recently one man has 
gone out of his way to thank us 
for business sent him. 

The effect of leaving sample 
shoes with certain chiropodists 
has been satisfactory. A number 
of men have sent us considerable 
business and we in turn try to 
recommend that customers see 
their chiropodists regularly. Our 
approach to these doctors has been 
more or less through personal 
solicitation, but in one or two 
cases the men have come to us be- 
cause they like the shoes we carry, 
and the service we render. 

We have never used radio or 
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collective advertising ; but we have 
tried to preach and promote health 
shoes, along more personal lines. 
We are ever stressing importance 
of correct fit. 


* * * 


Walter Roose, Nebraska Cloth- 
ing Co., Omaha, Nebr. 


National Foot Health Week— 
April 17 to 22—will be promoted 
by us in Omaha as follows: We 
will notify all foot doctors and 
specialists for a joint meeting with 
Omaha shoemen to promote Foot 
Health Week by both branches in 
the form of mail promotion. No- 
tices of Foot Health Week will be 
sent out in statements the end of 
March. Personal mention to all 
our shoe customers. If there is 
any radio shoe promotion, we will 
incorporate a few words of Foot 
Health. 

A special group of meetings for 
four weeks before Foot Health 
Week for our sales force, instruct- 
ing them on using special stress to 
fit the feet more carefully than 
ever and to'try and adapt the 
height of heel most needed for 


proper posture of each individual. 
Last and very important, in every 
display of footwear we are going 
to give Foot Health Week all the 
window publicity possible to make 


the public as Foot Health minded 


as possible. 
* * * 


Edwin Hahn, Wm. Hahn & 
Co., Washington, D. C. 


I think the best way to put over 
the National Foot Health Week 
is through cooperative effort on 
the part of local shoe retailers. 
The best job we did in Washing- 
ton along that line was two years 
ago. At that time a committee of 
shoe retailers and chiropodists had 
a photograph taken of Senator 
Copeland being fitted at the Cap- 
itol in a pair of comfortable shoes. 


This had a news value which, of 
course, is more effective than ad- 


vertising. 
e* s 


Charles Graham, Farr Bros. Co., 
Allentown, Pa. 


Last year, during Foot Health 
Week, we ran two newspaper ads. 
We also devoted the major portion 
of our window display space to 
health shoes, men’s, women’s and 
children’s. At each of our stores 
we have salespeople who have had 
a special course in foot comfort 
and foot fitting at the Dr. Scholl 
Orthopedic Training School in 
New York. We usually make it a 
point to mention this fact in our 
Foot Health ads. 
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Stock No. 0406—Men’s Bob Stock No. 9323—Black Calf and Stock No. 9321—Men’s Bob 
Smart Genuine White Buck White Elk Moccasin. Blu. Oxford. Smart White Calf Bal Oxford. 
Wing Tip Bal Oxford. Leather + Leather sole and heel. Steel cleats. Black calf wing tip and foxing. 
heel with rubber insert. New- Fore last. A to D, 6 to 11..$2.60 Black piping on quarter and 
port last; Width, AA to D; Stock 9334—Same in dark mahog- lace stay. 9-8 Cuban leather 
Size, 6 to 11; Price, $3.25. any waterproof veal with natural heel. Fifth Ave. last; Width, 

Hardy Hide Saddle $ A to D; Size, 5 to 11; Price, 

$2.60. 


BOB SMART SPORT STYLES .... Nationally adver- 
tised in Saturday Evening Post and Collier’s Magazine. 
BOB SMART SALES PROGRAM. .. itis making sales history this spring 
Feature Bob Smart Shoes . . . NATIONAL Write or wire today for the new Bob Smart 


FOOT-HEALTH WEEK, April 17-22—Send for catalog .. . it presents the line and the sales 
FREE tie-up advertising and display material. plan that are “A Step Ahead.” 


THE CRADDOCK TERRY Company 
BOB SMART DIVISION 





BOB SMART SHOES for MEN-NATURAL BRIDGE SHOES for WOMEN -BILLIKEN SHOES for CHILDREN 
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A New STOP...LOOK..8I 
ween at the Point of Sale... 
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oy Wage NATION-WIDE CONTEST FEATURING FASH- 

. ION PARADE OF SCREEN STARS WEARING 

S / ) ti NATURAL BRIDGE SHOES Starts April 1; 
lO Zui Closes May 7, 1933. 


ra ets ot naan 





AAAA to EEE 


This contest is— NATIONAL = 
outstanding in the scope of its national advertising, nag os onan ’ 
reaching 6 million women through Good House- pri 
keeping, Photoplay, Shadoplay, and full page space Fea Na 1 Bridge 
en ees Shoes... Write for FREE 
outstanding in the number of dealers who are making tie-up advertising. 





it the big store event of the season. Each Natural 
Bridge dealer is local headquarters; 


outstanding in the number of women who will be at- 
tracted into Natural Bridge stores by it. Con- 
testants are requested to visit nearest dealer for 
entry blank; 


outstanding in its effect on SALES. 
1005 prizes 


























of Natural Bridge Shoes C1 
ist —4 pairs a year tor 10 years 
2nd—4 pairs a year for 5 years Bi 
3rd—4 pairs a year for 3 years 
4th—4 pairs a year for 2 years 
5th—4 pairs a year for 1 year Fe 
1,000 prizes of 1 pair of Natural 
Bridge Shoes, winner’s choice. Te 
CHEVY 
billik 





PUNCHO 





ect. 


SCOTTY } 


aler 





ordi 
sing. 
ith a 
W dit 





00 r 







d ch: 
toda 
YOU ARE STILL IN TIME TO SHARE IN THIS th Bi 
NATIONAL EVENT. les t 






A WIRE WILL BRING THE COMPLETE PROPO- 
SITION. 


CRADDOCK-TERRY COMPANY 


Natural Bridge Division 
Lynchburg, Va. St. Louis, Mo. 


Distributors for the Pacific Coast 
CRADDOCK-TERRY COMPANY OF OREGON 
San Francisco, Calif. 
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OPENING OF eros eco} MRS. HA MANY 
OBLIGED 70 EYBO Y DELIGHTED | vELoUSs Lg -PECTAT LONS 









ridge 
FREE 





Crowd at Billiken 
Birthday Party, 

Foley Bros., Houston, 
Tex., Feb..22, 1933 









Billiken Shoe sales boosted away beyond 
pectations!’’ That’s the record of many 
alers who have followed the Billiken 


ordinated Plan of juvenile shoe merchan- 







sing. What others have done, you can do. 






ith a new program fitted to the times; a 






w line, every number of which is on new 






od; with an irresistible appeal to parents 






1 children; with a range of prices adjusted 






today’s sense of value .. . you can go far 






th Billiken. New catalog explains and illus- Build your big promotion of NATIONAL 
FOOT-HEALTH WEEK ... April 17-22... 
around Billiken Tru-Posture Shoes. Send for 
FREE newspaper mat and display material. 


RADDOCK-TERRY COMPANY silik 
Billiken Division 
wchburg, Va. St. Louis, Mo. 1 | er 





les the complete set-up. Wire for it! 






RIAN 








Distributors for the Pacific Coast 
CRADDOCK.-TERRY COMPANY OF OREGON T R U il POST U R E s H Oo E Ss 






San Francisco, Calif. FO R G R owl N G F E ET 
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In the fitting of feet at our four 
stores, whenever a clerk notices a 
foot condition that requires special 
attention, the customer is turned 
over to one of these salespeople in 
charge of the foot comfort depart- 
ment. 

* * * 


R. D. Hofheimer, Hofheimer’s, 
Inc., Norfolk, Va. 


Last year we tied up with Foot 
Health Week most successfully by 
means of cooperating with out- 
standing chiropodists in the towns 





in which we operate. Through 
means of familiarizing them with 
the lines of health footwear which 
we carry, we induced them in sev- 
eral instances to spend two hours, 
on either two or three days, in our 
stores. Periods were set apart for 
the foot health service to women, 
children and to men. This was ad- 
vertised in our local newspapers 
and through radio broadcasts. 

Our windows also tied in with 
this promotional feature, with 
elaborate displays of shoes of such 
types as were advocated by not 
only the chiropodists who were in 
our establishment, but recom- 
mended by various orthopedic 
specialists as well. People who 
came in were given treatment free 
of any charge and in instances 
where the improper types of shoes 
were being worn, the proper types 
and sizes were recommended. 

* * k 


J. Re-Hodsdon, A. H. Benoit & 
Co., Portland, Me. 


We operate six stores and our 


trade consists mostly of high 
school and college men. We do, 
however, have some conservative 
trade, but generally speaking they 
are young men’s shops. We are 
now using the Matrix shoe for a 
corrective and have noticed an in- 
creased demand for this kind of 
footwear even among the younger 
men. It has become a very inter- 
esting angle in our bysiness now 
because, I presume, of the increas- 
ing interest in athletics, young men 
find that playing football, basket- 
hall, etc., has some effect on their 
feet. Now that goodlooking styles 


are available in this kind of men’s 

footwear, there will be a growing 

demand for them. % 
as K * 

H. T. Siegenthaler, Mansfield, 

Ohio 

In promoting foot health in our 
store, we place the emphasis on in- 
telligent and correct fitting serv- 
ice. We have always maintained a 
selling force that not only can 
diagnose foot ills but can intelli- 
gently explain to a customer why 
he or she should wear a different 
size or style shoe. While this pro- 
cedure may require a little extra 
time, the comfort that results in the 
correct fit will make the customer 
a life-long friend of the store. 

Almost as important is the stock 
of shoes carried. Buy the makes 
that you can rely on to give com- 
fort and: satisfactory service and 
buy enough sizes so that you do 
not have to misfit any customer. 
More sales are lost because of sizes 
rather than styles. It is far better 
to lose a customer through honesty 
than to give her the wrong size. A 
misfit customer only rings the cash 
register once. A perpetual promo- 
tion of foot health has been our co- 
operation with the chiropodist of 
this city. 

We use newspapér and direct 
mail advertising regularly but be- 
lieve that the greatest value is de- 
rived from our fitting service. 

e * © 


M. Bee, Gude’s, Inc., Los An- 
geles, Calif. 


The Chiropodists’ Association, 
both county and national, are co- 
operating with the merchants in 
making Foot Health Week an out- 
standing week by bringing before 
the public the importance of “Foot 
Health.” They have planned to 
have radio talks during the entire 
week and are starting the week off 
with a full page ad in one of our 
leading newspapers. The ad is 
sponsored by the merchants and 
chiropodists. There will be lec- 
tures by prominent doctors in cer- 
tain high schools and colleges in 
the country, and an attempt is be- 
ing made to contact the different 
Parent Teachers’ Associations 
which probably will be accom- 
plished. 
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A free clinic will be in opera- 
tion the entire week where people 
may go and get the proper advice 
on the care of the feet, and at the 
same time prescribing the proper 





shoe to wear for their particular 
condition, which will be of great 
value to the merchants cooperat- 
ing. 

As to our own activities, we will 
have our windows trimmed with 
special displays calling attention 
to National Foot Health Week. 
Our different floors will be in 
keeping with the spirit of the 
week, and all of our own indi- 
vidual ads will carry phrases call- 
ing attention.to the observance of 
the week. Also, lectures to our 
salesmen by different doctors, 
which we have found very bene- 
ficial in the past. 


Geo. F. Runge, Jr., Paducah, Ky. 


To be perfectly frank, we have 
not promoted Foot Health Week 
for the past three years, as we 
have dropped from a very high 
grade feature shoe to one of the 
popular “sky-rocket” brands, and 
we do not have enough confidence 
in their fitting and advertising 
qualities really to promote a Foot 
Health Week. 

We have now gone back into the 
same make of better shoes in 
welts, that we used to feature, and 
we are going to call attention to 
the care of one’s feet and the im- 
portance of fitting shoes; through 
our window displays, post-cards, 
and newspaper advertisements this 
year, 





We do not believe that a store 
featuring too low grade shoes can 
conscientiously promote a week of 
this kind because it cannot back up 
with good shoes, fitting service, 
which includes having widths and 
sizes in various lasts. But we do 
believe that the better merchant 
can reap a harvest in the next few 
years as it seems that the Arch 
type shoe is being brought back 
into the limelight again. 

[TURN TO PAGE 51, PLEASE| 
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= Wazed kid ~ 


No. 81 





White Kid footwear for the season of 1933 is an established vogue, 
and the consensus of style opinion is—an early demand for white 
shoes! 

In specifying Amalgamated White—the original F. B. & C. White 
Glazed Kid—you are assured of that perfection in white glazed 


kid that explains the demand for white kid footwear. 


Amalgamated Leather Companies, Inc. 
Wilmington, Delaware 
New York Office, 84 Gold Street 
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T is with great pleasure that | pay tribute 
to the Recorder. It is not for me to tell 
them what | think of the Recorder, but 

rather to tell the shoe industry what it has 

done and is doing daily for us. 


®Instead of talking directly of the 
Recorder, | will use a symbolic title that is 
fitting for the entire shoe industry—the 
firm Recorder and Company. This firm 
embodies the tanner, the manufacturer, the 
jobber and the retailer into one co-opera- 
tive organization. Each stockholder, those 
who use the Recorder, receive their divi- 
dends weekly in information, ideas, news 
and plans that are invaluable to any line of 
business. — 


Boot AND SHOE RECORDER 


ae ee hecorder 
™ 


All Members of the Fir 2c 


® Its organization is ideal in the fact that it 
shares its dividends equally with the small 
Main Street shoe store as well as the highly 
specialized shop of the Metropolitan 
districts. 


® Imagine, if you can, our shoe industry 
without its present set-up of Recorder and 
Company, and picture a struggling individ- 
ual seeking ideas of the big brother, the 
neighboring communities’ shoe success. | 
would be commercial larceny for him to 
pry into the successful promotions and pol- 
cies of his neighbor, because years of hard 
work and thought would zealously protect 
these profitable practices. 


® Our firm, a large family shoe store, car- 
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rying lines of men's, women's and children's 
shoes from $1.95 to as high as $13.50, has 
its steady sources for most of its lines. 
However, were it not for the Recorder, the 
mouthpiece of our trade, certain depart- 
ments would be endangered at all times. 
Lines of shoes ofttimes go stale, do not 
keep up their selling appeal, fall below their 
general price range in construction and 
cheapen their quality of materials. If a line 
we depended upon committed themselves 
to any one of these fallacies, we must at 
once replace this line. The Recorder intro- 
duces us to new lines constantly and, still 
more important, keeps us in touch with lines 
that we are familiar with. This information 
is invaluable and indispensable. 
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Since 1862, the year Farr Bros. Co., of Allentown, 
Pa., was founded, a constant growth has been 
experienced. This progress has been possible 
through aggressive modern merchandising meth- 
ods. Farr Bros. Co. is recognized as one of the 
outstanding retail shoe stores in America. Branch 
stores are operated in the following Pennsylvania 
cities: Reading, Easton and Bethlehem, with the 
headquarters of the organization located in Allen- 
town. 


Farr Bros. Co. have been readers of the Boot and 
Shoe Recorder since 1882. 


Reading from Left to right. the store executives 
are: 


Charles Graham—Secretary and director of’ ad- 
vertising 
Harvey L. Farr—Merchandising manager and 
buyer 

Jacob L. Farr—President 

Fred W. Mertz—General manager and buyer 

Telforde T. Horn—Window display manager 

Wm. U. Peters—Manager of the Allentown Down- 

stairs Store. 

Note—Harvey H. Farr, treasurer and senior man- 
ager of the firm, is not included in the 
photograph. 


ecorder and Company 


® And now to you, Recorder. 


® What a great promoter of trade friend- 
ships you have been! As a constant reader, 
there are few really important shoe execu- 
tives that we haven't met between the 
leaves of the Recorder. There have been 
many introductions bound between its cov- 
ers. It's a tribute to your existence that 
through many years of vicissitudes of the 
trade that you have always and still remain 
the one authentic mouthpiece of the shoe 
industry—trusted—regarded always fear- 
less and eminently fair. 


JACOB L. FARR 


President 


FARR BROS. CO. 
ALLENTOWN, PA. 
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JUVENILIN. 
SHOES angER 


READY FOR YOUAST! 


Blucher Oxford (Welt) 
——_ 377 ee ls Shark ov . Mate 
White Calf Thelma (Turn 5 0 
Patent Gert (Turn) 31 Last 12/8 Cov'd Heel 4771 12%- 8 A toD 
31 Last 12/8 Cov'’d He d 25 eres r 
5598 AA 5 Weer $2.90 AA to C 3%- 8 
AA to C 3%-8 








BAREFOOT SANDAL 
Pump (Turn) Tan, Light Smoked and White £1 
31 Last 12/8 Cov'd Heel 5-8 ita Me..s..0.... $1, 
-8 ..$2.75 8%-12 af 
AA to C 3%- 8 Patent Princess eae | 12%- 3 

208 4-8 §©Btof....... $1.60 

3368 8%-12 pe opens: 1:90 
4368 12%- 3 AtD.:.... 2:25 


Drill Lined Ankle Button (Turn) 
Patent 


Key Blucher Oxford (Wolt) A 1163 1 -5 D&B....... $1.05 
Tan Calf, Dark Brown Calf Saddle & Tip White Kid 
5865 AAA 8 $3.00 1150 -5 D&F...... 


= Patent Blucher Oxford (Welt) 
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Rubber Sole 
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FREE NEWSPAPER 
CUT 
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Tan Elk Blucher Oxford (Welt) 
Genuine Goodyear Blucher Oxfords (Welt) 
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Sizes 82-12 Damproof Soles 
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PHILADELPHIA, PA. 
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Sandals AHOY! 


[CONTINUED FROM PAGE 17] 


feel too guilty about buying them... . 
or about throwing them away. 

Color is the first attraction of these 
informal shoes. As is the case with 
evening slippers, whites for dyeing 
may be the easiest thing for most stores 
to merchandise. But the color possi- 
bilities of these tintable shoes must be 
suggested to the customer. One of the 
big St. Louis houses packs a little 
folder on color tinting in each carton 
of dyeable sandals. And the retailers 
stocking their shoes play up these color 
combinations in their windows. A New 
England manufacturer advocates cus- 
tomers dyeing their own shoes and sug- 
gests the sale of dyes by the findings 
department of the retail store. They 
have discovered that there is very little 
mystery, after all, about tinting shoes. 
The customer is often intrigued by the 
idea of trying out her skill. 

Next to the dyeable model in prac- 
ticality comes the multi-color sandal 
which will fit in with various color 
schemes. The best bets in these are 
combinations of clear, intense colors: 
oranges and yellows, tomato reds, 
bright blues and greens. Pastels in 
this type of shoe are not so useful, be- 
cause even with a pastel costume 
brighter color accents are being used. 

Cut-outs in sandals have seen de- 
cided changes since last year. They 
are not so much smaller in area, but 
they are differently, and more prac- 
tically, placed. Women who have suf- 
fered with sandals that bound their 
toes and caught under their toe nails 
have had something to say about this 
season’s models. In the fourth shoe 
shown in the illustrations, for instance, 
the model was originally made with the 
strips open down to the sole. The ad- 
ditional piece to protect the toes is a 
typically 1933 improvement. 

In materials the linen family comes 
out way ahead. That is perfectly log- 
ical, considering the importance of 
linen textures in the sports and beach 
mode. Linen, also, with its uneven 
surface takes gracefully to tinting. 


| Piqué and other ribbed cottons are also 
good. Meshes, like cut-outs, have 
changed for the better since last year. 
Reinforced, treated with rubber, some- 
times underlayed for novelty and fur- 
ther strength, they are now considered 
thoroughly practical as a sandal mate- 
rial. Crocheted and knitted materials 
are much shown and lend themselves 
to the multi-color effects. The batiked 
India print “Goona-Goona” sort of 
thing is a highlight of the season, but 
is more difficult to merchandise, since 
it must be tied up with some other 
accessory in the ensemble. Among the 
relatively inexpensive leathers which 
can be used in the lower-price ranges, 
light colored service calf is proving 
successful on the coast. Felt as an in- 
formal sandal material has also been 
doing well in California, where the 
new fashion idea always gets off to a 
good start. 


Heavy White Season Ahead 


CLEVELAND, O.—In the opinion of 
Harold J. Hoskins, shoe buyer for the 
Halle Bros. Co., the Summer ahead will 
find people wearing white in a big way. 
In fact, he thinks the white demand 
will start after Easter. Biege, he be- 
lieves, will not get any play of im- 
portance. 

At the present time at Halle’s black 
kid is leading the van by a good mar- 
gin followed by blue kid and brown. 
Patents rank about fourth in the de- 
mand. Oxfords and one, two or four 
eyelet ties have the big call. Open 
shank sandal types are getting prac- 
tically the only turnover in straps. 


Opens Branch Store 


CANTON, OHIO —Ira S. Halteman, 
who operates the Arnold Glove Grip 
Boot Shop here, has opened a similar 
store in Youngstown. Wayne Halte- 
man has been named manager of the 





new store. 





Endorses President’s Economy 
Plan 


BostoNn—The New England Shoe and 
Leather Association took an active part 
in the nation-wide movement among 
business organizations to impress Con. 
gress with the necessity for speedily 
enacting President Roosevelt’s Federal 
Economy measure. On Saturday, March 
11, the Association sent urgent tele. 
grams to many New England Senators 
and Representatives, and at the same 
time wired the following message to 
President Roosevelt: 

“Boston, Mass., March 11, 1933. 
“Hon. Franklin D. Roosevelt, President, 
“The White House, 

“Washington, D. C. 

“The New England Shoe and Leather 
Association heartily approves your 
economy message to Congress and con- 
gratulates you on your courageous «at- 
titude on the balancing of the Budget. 
We consider this message vital to the 
future of our country. 

“THOMAS F. ANDERSON, 

Secretary.” 

At the request of the Association, a 
number of its members also sent tele- 
grams to their Senators and Represen- 
tatives at the Capital. 

The National Shoe Travelers’ Asso- 
ciation cooperated loyally in this im- 
portant work, Secretary Thomas A. De- 
lany getting in touch by wire with Sen- 
ators and Representatives in Washing- 
ton. The Lynn Chamber of Commerce 
likewise secured the cooperation of its 
members along similar lines. 


Cort Shoes Open in Canton 


CANTON, O.-—Cort Shoes, Inc., has 
opened a new retail shoe store at 140 
East Tuscarawas street, specializing in 
footwear for men and women at one 
price. The company recently took a 
long time lease on the location and the 
building has been altered to meet the 
requirements of the store. 


New Lockstitch Shoes 


LYNN, Mass. — Improvements in 
shoes made by the lockstitch methods 
are going on in the factories, partiy 
because of improvements in the Little- 
way sole sewing machine and partly 
because of the use of finer needles and 
thread. By use of the new lockstitch 
methods, manufacturers are enabled to 
get out shoes whose soles are sewed 
extra snug to the uppers, and also more 
securely. The new lockstitch is lighter, 
tighter and stronger. One may get 
the idea of this improvement by mak- 
ing a lock, or knot, with a heavy string 
and a like lock with a light thread, and 
compare their bulk. 

The lock, in sole sewing, is made 
within the substance of the leather, 
and not on the surface, and if one would 
get a full view of it, then he must re- 
sort to the familiar practice of taking 
a worn shoe and with his knife cut 
away the leather until the formation 
of the stitch is revealed to his eyes. 
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At the end of this year the ledgers of 
shoe retailers will be telling one of 
two stories. 


The first story will be written in red 

. a story of vague, indefinite sales 
goals; of a buying attitude out of 
focus with the fundamentals of suc- 
cessful business ; of indifferent or poor 
quality merchandise; of unimpressive, 
lackadaisical, hit-or-miss advertising ; 
of an inconsequential, quavering atti- 
tude toward action. 


The other story will be that of a 
store whose every activity has been 
brought sharply into focus with a 
definite profit-and-sales goal. Care- 
ful, courageous buying of quality mer- 


chandise that will offer the customer 
sound value. Smart, aggressive sell- 
ing tactics that will take advantage of 
consumer likes and dislikes. Well 
planned, adequately scheduled adver- 
tising that will “tease” the jaded pal- 
ates of the public with tempting tid- 
bits of some interesting, unusual, 
“newsy” approach. 


This story will be written in a sur- 
plus of dollars . . . in increased busi- 
ness . . . in customer goodwill. It 
will be the story of dealers who stock 
and feature shoes of genuine Kan- 
garoo. 


For your customers, Kangaroo leather 
provides light, firm comfort; a fine- 
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ness of texture that will take a bril- 
liant polish; a soft flexibility that will 
bring real foot ease; strength and 
rugged endurance that resists wear 
and tear, that makes shoes difficult to 
scuff or to mistreat. 


For retailers, Kangaroo offers a mer- 
chandising and advertising slant that 
is bound to arouse the interest and 
hold the attention of the public. A 
strange, unfamiliar animal ... a 
superb leather . . . romance, quality, 
sound value . . . the kind of a story 
that focuses a person’s mind on “buy- 
ing’ . . . that can focus a person’s 
money purchasing power into your 
store. 


AUSTRALIAN KANGAROO 
TANNED IN AMERICA 


SURPASS LEATHER CO., PHILADELPHIA 
RICHARD YOUNG CO., NEW - YORK 
ZIEGEL EISMAN CO., BOSTON 
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(Ch White hon ML ortine 


White hats, white gloves, white neck- 
wear are selling in Northern cities 
now. White shoes are definitely on 
the way—prospects are even better 


than they were last year. 
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(New Crstle's new eile bd 18: 


Clear and brilliant in color 


Firm and supple in texture. 








Lh Vow Cstle : : ; A gigtlnn ©,, an 


champles by request to  — 1702-100 Gold Sreet, New York 
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AUTUMN 


IN ALL ITS SPLENDOR 






WITH THE ADVENT OF AUTUMN, FASHION TAKES (é| t t la) (om 


ON NEW HUES. THE TURN OF THE SEASON 


WILL USHER IN A MODE OF NEW COLORS, NEW E. A fo ~ ine 


LEATHERS, NEW STYLES. THIS CHANGE IN THE 


FASHION TREND VITALLY AFFECTS YOUR SELLING 
— OPENING 


YOU CANNOT AFFORD TO PASS UP A SINGLE ial fe | 
OPPORTUNITY TO GARNER THE LATEST, MOST 


ACCURATE STYLE AND COLOR INFORMATION. 
AT THE OFFICIAL OPENING YOU WILL SEE ALL R 
THE NEWEST FASHION DEVELOPMENTS IN SMART 


uaTHE, cove avo ramcnwe ws LOIN Se 8 Nees 


IMPORTANT STYLE CONFERENCE. COME AND 
STUDY THE PRESENTATION OF FASHIONABLE 


AMERICAN LEATHERS FOR AUTUMN WEAR. ALL F F WN L | 9 3 3 
MEMBERS OF THE SHOE AND LEATHER INDUSTRY ols 
ARE CORDIALLY INVITED. 


—BE AMERICAN— Hote! Astor _ New York 
BUY AMERICAN LEATHERS | NV, AY 8 th _ fe) th 






























TANNERS’ COUNCIL OF AMERICA 


EXHIBIT COMMITTEE 
J. J. Lyons, Chairman 
J. W. Griess J. T. McCauley 
G. H. Mealley F. H. Miller 
L. J. Robertson 
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Sport Shoes to Increase Volume 


[CONTINUED FROM PAGE 19] 


The appearance of stitchings on up- 
pers has a tendency to make a shoe 
look lighter in weight than the use of 
perforations. This should apply to 
both Spring and Summer shoes. The 
important things to keep in mind about 
Spring and Summer shoes are to keep 
them light in weight and trim in ap- 
pearance as compared with Winter 
shoes, 

Two-tone brown sport shoes, I be- 
lieve, can be treated as Spring shoes. 
The color combination makes it a “nat- 
ural,” and it will not hurt the fur- 
ther sale of an extra pair of whites or 
white combinations in the Summer sea- 
son. 

Black and whites should retain a 
good position in sales because for some 
people they are more practical. The 
black tip and backstay will stand the 
scuffing much better than all white. 
Brown and white, which has never 
been big, will be sold to some extent 
in completing a brown and white outfit. 

There are arguments for and against 
all-white shoes. On just showing these 
to customers last year, they would im- 
mediately say, on seeing this great ex- 
panse of white, “Man, I’ll bet they are 
hard to clean.” “Wrong, all wrong,” 
I would reply. “These all-white shoes 
are the easiest sport shoes to clean, 
and I’m talking from personal experi- 
ence.” Which is true, because if a 
person would clean a pair of black and 
white and a pair of all-whites, they 
would find the job much quicker and 
easier on all-whites. For Summer 
shoes, I have a hunch that all-white 
shoes for men will completely outsell 








Has Association Paper 


Detroit—The only local association 
now to have their own organization 
paper is the Detroit Retail Shoe Deal- 
ers Association. Number two of The 
Underdog’s Bark has just appeared 
under the editorship of Nathan Hack, 
of the Hack Shoe Company, who is sec- 
retary-treasurer of the association. 
Getting out papers has been a hobby 
of Hack’s, and he prints a medical 
paper for a group of doctors in the 
vicinity of his store as well—he is a 
bit of a born journalist, as a hobby. 

The new paper consists of four pages, 
put out in mimeographed form and con- 
tains all association news, reports of 
past meetings of the month, personals 
about members, a good variety of 
jokes and wisecracks strictly applicable 
to the shoe field, advance notices of 
the future meetings, and other matters 
of interest to readers. The mood and 
style are fresh and lively, and a genu- 
inely interesting association paper is 
being put out. Cost of publication is 
being defrayed by supply houses, with 
Wendt and Kanners, and Ertell and 





black and white, or brown and white. 
Our stock control figures bear me out 
in this. 

The trend for perforated shoes seems 
to be increasing. This is as it should 
be, because the coolness of these shoes 
should demand for them a place in 
Spring and Summer wear. 

Spring shoes should be vigorously 
promoted until Easter, and then fol- 
lowed by a concentrated showing of 
sports shoes by all merchants. White 
shoes for men should not be promoted 
too early, as they will tend to slow up 
the sales of black and brown Spring 
shoes. Sports shoes should be shown 
about the same time as the clothier 
shows his linen and seersucker suits. 
To my mind, the clothing man uses 
better judgment than do most shoe 
men in presenting their Spring and 
Summer merchandise. They never kill 
Spring business by showing Summer 
clothes too soon. The same can be said 
of men’s hats. Straw hats are never 
shown until Spring felts have had their 
promotion. The retail shoe business 
would do well to study how other lines 
of business present their season styles. 

In presenting Spring styles, our 
York Shoe Retailers Association plan 
to have brown shoes predominate in 
window and interior displays. For 
promoting Summer white sport shoes, 
we intend to let the weather be our 
guide and display these shoes in all 
store windows when the weather seems 
settled and warmer after Easter. 
Combined action of all shoe men will 








Butler sponsoring this number. 





put this across to the trade. 


Aids Fitting Children’s Shoes 


Charles Brannock of the Brannock 
Device Co., Syracuse, N. Y., announces 
the development and perfection of a 
Brannock foot-measuring device for the 
fitting of children’s shoes. Charles 
Brannock is the inventor and distrib- 
utor of the Brannock Measuring De- 
vice which gives accurate sizes and 
widths on adult shoes. For the past 
three years Mr. Brannock, who has 
placed his measuring device in about 
10,000 retail outlets, has been develop- 
ing a device for the measuring of chil- 
dren’s feet so that they can be accur- 
ately fitted. 

Mr. Brannock says that accurate foot 
measurements are most important in 
fitting children’s shoes. Most kiddies 
cannot tell whether the shoes are com- 
fortable or not and consequently the 
fitter must guess as to the fitting quali- 
ties of the shoe purchased. His new 
device will give to the fitter accurate 
size and width measurements. 

The Brannock Measuring Device for 
adults takes in sizes 1-13; widths 
AAAA-EE. For children, the measur- 
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can possibly be fitted with shoes. 








DATES TO REMEMBER 


RN Oo te lance sn: 635 0 28 April 16 
National Foot Health Week....... April 17-22 
Joint Styles Conference, Hotel Astor, 


New York, N. Y. ...........0000. May 8, 9 
DARIN oo akc ce secsiedsccccces May 14 
National Sports Shoe Week........ May 22-29 
Memorial Day ...............000005 May 30 
_... is > 9 ARR June 18 
Pacific Coast Shoe & Leather ontien 

at Los Angeles............ June 18, 19, 20 
Independence Day ................-- Ju ly 4 
Boston Shoe Fair ............. July, 10, 11, 12 
Friendship Day .............eee00. August 6 
ee September 4 
Jewish New Year ............. September 2] 
SEI ola co cnc ouseinsnsceaien October 3] 
Thanksgiving ...............4.. November 30 
INO 6 65 sche occa snrosinniead December 25 





Fill Your Store With Customers 
[CONTINUED FROM PAGE 21] 


6. Assuming that a buyer has 
planned his sales, planned his inventory 
and planned his peak inventory date, 
he is now ready to take up the more 
or less minor proposition of selecting 
shoes that are in accordance with these 


All 
Date Blacks Whites Others 
May 6.... 41.00% 6.00% 53.00% 
13.... 37.00 13.00 50.00 
20.... 32.50 23.00 44.50 
27.... 25.00 36.00 39.00 
June 38.... 20.00 46.50 33.50 
10.... 16.50 53.50 30.00 
17.... 15.50 58.00 26.50 
24.... 15.50 60.00 24.50 
July i1.... 15.50 60.00 24.50 
8.... 18.00 56.50 25.50 
15.... 20.50 50.50 29.00 
22.... 24.00 44.00 32.00 
29.... 29.50 35.00 35.50 


The black : ae includes: black kid, 
black patent, black fabric, black reptile. 
The beige family includes: beige kid, 
beige watersnake, black cloth. 
The brown family includes brown kid 
and brown reptile. 
There is only blue kid in the blue 
family. 
The white family includes: white kid, 
white cloth, all white and white com- 
bination buckskins. 
Under all others are included evening 
slippers, white fabrics for evening 
wear, colored kids, colored cloth. 
For the purpose of illustration, the 
following breakdown of the white kid 
family is given: 
White kid, high heel.. 16.95% 
White kid, low heel... 8.81 








25.76% 
Buckskin, high heel... 7.56 
Buckskin, low heel.... 2.66 

10.22 
White cloth, high heel. 6.11 
White cloth, low heel.. _.73 

6.84 











ing device takes in sizes from infants’ 





Total White Family...... 







size 0 to misses’ size 3; widths AAAA 
to EE. These measuring devices giveh 
a retail store every possible size that® 
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‘ UNITED SHOE MACHINERY CORPORATION 
824, BOSTON, MASSACHUSETTS 
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By “WHEN YOU THINK! | 


KANGAROO 
KID 
~THINK OF 
CONNOLLY” 
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Ask for 





CONNOLLY 
SHOE CO. 


Stillwater, Minn. 





Write for catalog of this com- 
plete line of KANGAROO 
and KID shoes for men. 


SPECIAL 
FLAT RATE 
for SHOE MEN 
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NEW YORK MARKET 


wl AFT 


; NEW YORK 
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..-stay at The TAFT 


At Times Square's largest hotel, 
you're in the center of everything. 
A strategic location for business 
and sightseeing. Unexcelled ‘con- 
venience and comfort. 2000 mod- 
ern, airy rooms. 

ALFRED LEWIS, Manager 


H OTEL Tune in on George Hall's Taft 


Orchestra, Columbia Network 





Seventh Avenue at 50th Street 
BING & BING MANAGEMENT 














Fitting Feet Is Your Job 


[CONTINUED FROM PAGE 25] 


pounded, and then finding the color was 
brown when she thought it was going 
to be yellow or orange. Surely you 
would not blame the druggist for that. 
If you thought the medicine was wrong, 
your only recourse would be to take it 
back to the doctor. 

In our case, you are privileged to 
take the shoes back to the doctor, but 
we cannot fill a prescription other than 
in accordance with his instructions. 
When a woman complains about the 
looks of our shoes, as they will in some 
cases, we give them a talk along these 
lines: 

“You may be advised by a friend 
that you look tired and that you ought 
to take a day off and rest up. You 
have been working hard, and if you 
don’t there is a possibility of a break- 
down and a trip to a sanatorium. Ap- 
ply this to your feet. Your feet ache 
and you are advised to give them a 
temporary rest. This can only be done 
through the proper type of shoes. How- 
ever, if you persist in abusing your 
feet there will be a breakdown of the 
structure and you will find yourself in 
the hands of a foot specialist who will 
find it necessary to prescribe arches 
and whatnots. You must remember that 
these of necessity will have to be worn 
inside of shoes. And much more than 
what is being suggested now.” 





We have men out every day contact- 
ing doctors—particularly those who are 
specializing in foot comfort—to ac- 
quaint them with the various lasts and 
their various functions, so that they 
may know what to order. In that re- 
spect we are no different than the av- 
erage wholesale druggist, who is con- 
tinually submitting samples of newly 
discovered drugs for their usage. What 
the doctor sees and has occasion to ex- 
periment with he either believes in or 
disbelieves in. Showing him pictures 
of shoes has little effect, as there is no 
comparison between visualizing the pic- 
ture and seeing the actual product. 


Promotion Plans 


A complete record is made on a card 
of customers’ shoes and kept on file for 
reference, both by the doctor and for 
our own personal use. When a person 
comes in for a second pair and we rec- 
ognize the shoe as one of our own, our 
first question is: “May we have your 
name so that we can bring out your 
card to be rechecked as to size and last, 
if we find it necessary?” 

In many cases we find that when the 
foot has been given an opportunity to 
come back to a more natural form it is 
necessary to change to perhaps a little 
longer and narrower fitting shoe, but 
to retain the same form (last). 





With regard to price of shoes, it is 
only natural to assume that the more 
you put into a shoe the more you must 
get in the way of value. When a per- 
son compares the prices of orthopedic 
and semi-orthopedic shoes, we have but 
one questiton to ask: “Can you expect 
a full-course meal for the price of a 
sandwich?” Today restaurants feature 
special blue plates consisting of fish and 
meat courses, dessert and coffee, and 
this at a moderate price. However, if a 
person wants to add soup and other 
extras they must expect to pay for it. 
And so it is with our shoes. If ‘we 
take out the long counter or the Main 
Spring Arch and make the shoes an 
ordinary one, we can sell it for an ordi- 
nary price. 

Hosiery 

Not many months ago I had the 
privilege of addressing the shoe buyers 
and managers of shoe stores. I asked 
for a raising of hands of the men who 
sold women’s shoes size 8 and over, and 
then asked those men how many car- 
ried stockings above size 10%. I was 
surprised how few hands went up. 

I mention this because I wish to 
bring out the fact that you cannot fit 
shoes properly unless the stocking is 
long enough. If the woman has her 
toes congested you cannot get a proper 


‘perspective in measuring her feet, and 


regardless of the fact that you put 
that woman into a longer shoe, she can- 
not derive benefit from the shoe unless 
her toes can lie comfortably. 
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Modern in Construction 


Comfortable all-day, 
all-wear shoes. 

















UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Sound Values Cannot Yield to Price Alone 
[CONTINUED FROM PAGE 14] 


be a struggle. It will require courage and determina- 
tion. However strenuous the effort, the profit must 
be restored if the business is to survive. 

“Some of the essentials in restoring profit, it seems 
to me, are these: Waste must be eliminated; proper 
accounting methods and cost systems must be used 
to determine true costs and overhead; THE SELL- 
ING PRICE MUST BE SUFFICIENT TO 
COVER ALL COSTS, PLUS A PROFIT; selling 
methods must revert to the basis of quality and service 
instead of staking all on price; we must have the 
business courage to lose a sale without losing faith. 
No reasonable buyer expects to buy below cost. Sus- 
tained prosperity is not possible unless every business 
transaction benefits both buyer and seller.” 


* * * 


This message is clearly and concisely expressed 
and is applicable alike to your business and ours. It 
applies directly to the EXCESSIVE VOLUME 
SALE OF CHEAP MERCHANDISE which sel- 
dom benefits either merchant, manufacturer, or con- 
sumer. ‘ 

The upright merchant is an essential factor in our 
economic life—he renders a real service to society 


Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof... the showrooms 
of the shoe industry’s leading man- 
ufacturers ... easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstandin 

shoe styles are on display now a 

the Shoe Buying Centre in New 
York... the crossroads of the 
trade... the Marbridge Building. 
Come and see them before you buy! 


Boot AND SHOB 
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and is entitled to a fair return for that service. Are 
you getting a fair return on the sale of low-grade 
dry goods, clothing, hats, or shoes? Or did you find 
that such sales increase your volume while adding 
little or nothing to your essential profit. 

We are conscious that there is at this time a widely- 
voiced demand for merchandise at a price; yet we 
know that there exists a quiet but constant demand 
for values based on quality, style and wear. It is this 
latter demand that can be profitably stimulated by 
intelligent, persistent salesmanship. 

The “essential profit” comes from the sale of mer- 
chandise that will give satisfaction to the consumer 
and induce him to come back for more. 

This requires a little more thought, a little closer 
attention to business, a little more skill in selling; 
but, if value in shoes be measured by days of service 
to the wearer, or by his “cost per day” for his foot- 
wear, the sale of middle or better grades fully com- 
pensates manufacturer, merchant and consumer for 
the added effort. 

The economic principles in the quoted statement 
are sound and fundamental. They came from a man 
who was formerly a merchant but is now a banker, 
and are based on years of observation and experi- 
ence. 

“Selling methods must revert to the basis of Qual- 
ity and Service, instead of staking all on price.” 





Not only does The Woodstock afford a restful, 
homelike atmosphere but its excellent location, at 
the edge of Times Square, is unusually accessible 
to New York's chief interests. It's but a few minutes 
walk to important shopping and business districts 
and Broadway with its galaxy of theatres, is at 
the corer. Guest accommodations aie spacious 
and airy. Excellent popular priced restaurant. 


Daily Rates 


SINGLE ROOMS ondBATH ... . from $2.50 
DOUBLE ROOMS and BATH ... . fom $3.50 
weekly and monthly rates on opplicahon 
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NEW YORK “Zezes% 


WOODSTOCK 


EAST OF BROADWAY, NEW YORE 
A KNOTT HOTEL 


43rd 


STREET, 
a7 
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[CONTINUED FROM PAGE 36] 


C. P. Saunders, The Geo. Innes Co., 
Wichita, Kans. 


This year we believe the Foot Health 
feature is growing to such an extent 
that we expect to cooperate on this pro- 
motion. We are also trying to work 
closer with the doctors along these lines 
than we have in the past. 

* cd * 


F, A. Lamphier, The Treadeasy Shoe 
Shop, Pawtucket, R. I. 


There is no doubt whatsoever that 
the corrective business is a big asset to 
the department selling high priced 
shoes and the prominence given this 
end of the business certainly helps the 
shoe store in general. We have, at 
present, six foot specialists and chirop- 
odists, three medical doctors specializ- 
ing in foot troubles, also osteopaths 
sending patients to us for their foot- 
wear. This is accomplished by a can- 
vass of these doctors and showing them 
the type of footwear we carry. 


* * * 


Theo. G. Mayer, C. B. Mayer Shoe Co., 
Wausau, Wis. 


I believe that we are entering a 
sound new era of what I might term 
“Foot readjustment” and that it is 
nothing more than the logical reaction 
to the buying whims of the public for 
the past several seasons. People have 
been price minded, among them many 
who could better afford, and have sac- 
rificed foot comfort to abide by the 
mental attitude characteristic of these 
times. 

This is the reaction that our com- 
pany met throughout the past year. 
To counteract it we cautiously ap- 
proached it by not trying to oversell 
any special type of shoe but extended 
our efforts to diligently implant in 
our patrons, by window displays, news- 
paper ads and circulars that the maxi- 
mum degree of foot comfort can only 
be obtained in better and more care- 
fully made shoes and by more exacting 
and painstaking care to insure correct 
fittings. 

We have several slogans in mind that 
we expect to use this year, as follows: 
“Let us recreate your feet with better 
footwear” and “Get your feet back to 
normaley with better shoes.” Either 
of which I believe offers an idea for 
sound promotional work during 1933. 


* * #* 


H. E. Vaughan, Kerr Dry Goods Co., 
Oklahoma City, Okla. 


We have had very good success by 
featuring Foot Health Week promotion 
in our advertising and window space, 
also making it very clear in our adver- 
tising space that at all times we have 
a careful, well-trained sales force who 
fit only by X-Ray. You will please 











CASINO 


No. $-5124I—WHITE KID 2.65 

No. $-51240—BEIGE CALF ............ 2.65 
/8 Covered Argentine Heel 

3% to 9 


SALABLE SHOES 
ON TIME 


by placing your Easter covering orders with dependable 
manufacturers with reliable in-stock records. Robin- 
son-Bynon has made honesty of merchandise and 
reliable service the bulwarks of a successful business. 


You can safely order TRUE STEP welts now for before 


You can be sure that your TRUE 
STEP shipment will be safe, salable patterns of hon- 


Easter delivery. 


est value. 


ROBINSON-BYNON SHOE CO. 


Auburn, New York 
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8/8 Leather Box Heel 

242 to 8 


STEP. 


$4.00 and $5.00 
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understand we use extra space and 
window display, also make a special 
display in the department. 


3 ce 


R. E. Sager, Sager & Juley Co., Green 
Bay, Wis. 


We will be well pleased to cooperate 
with the National movement of Foot 
Health Week, to be held or staged 
April 17th to 22nd inclusive, as we feel 
it means much in the better foot health, 
and our shoe wearers will become more 
conscious of foot health and comfort. 

We find that every season it becomes 
easier to sell an extra pair of shoes to 
more people than the season prior. We 
explain to them the necessity of chang- 
ing shoes every day and in some in- 
stances we can sell three pairs. We 
have always maintained the position 
that shoes fitted properly and the right 
kind of shoes for a specific purpose has 
given us the greatest amount of pres- 
tige and favor in our community. 

Then we also make shoes special, to 
the tune of about 200 or 300 pairs a 
year. Many times we have to have 
special lasts made to fit feet that can- 
not be fitted with the styleful or mod- 
ern lasts of today. I have said many 
times that there would be much less 
foot trouble if we could carry long 
vamp shoes, medium vamp shoes and 
very short vamp shoes and if our cus- 
tomers would allow us to fit their feet 
as the structure of the foot requires. 
Then there would be less foot trouble 
and. consequently more foot health. 
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We work in conjunction with the 
doctors in this respect as near as we 
possibly can, but it would be very grati- 
fying and a pleasure to the shoe stores, 
possibly should say shoe fitters if we 
could prescribe the proper length of 
shoe and by the length of shoe, I mean 
the length of vamp, for the wearer, as 
a professional service, in the same ca- 
pacity that they are by physicians. In 
other words, no matter how bitter the 
medicine is, if the doctor prescribes it, 
they take it with a smile. 

There is, it seems to me, a kind of 
feeling with the doctors that does not 
give the shoe men all the cooperation 
that they could. Just what it is, I 
don’t know, unless it is that they feel 
the shoe men don’t know anything 
about it, and I guess as far as some of 
the retailers are concerned, they don’t 
go into this as thoughtfully as they 
should. 

There should be a very close relation- 
ship between the doctors and the shoe 
men if it could be brought about, be- 
cause if Mrs. Smith’s foot is the kind 
that needs a long vamp, to overcome 
an abnormal elongation, the doctor 
ought to recognize it, and tell the pa- 
tient they must have a longer vamp 
shoe with the shorter heel to ball meas- 
ure and then when we tell her the foot 
is going to look larger, she knows what 
is coming. When the doctor prescribes 
this kind of a shoe, she is going to 
take them and wear them, whether she 
likes them or not, and that is what I 
meant by saying, “they will take the 
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bitter medicine from the doctor and 
like it.” 

For the condition of our feet today 
all the vamps so to speak are too short 
to give them foot comfort, and I say 
again it is the long vamp shoe that 
the women fight because it makes their 
feet look bigger, but it is what 90 per 
cent of the feet should wear and there 
would be less bunions and ingrowing 
toenails. 

Our slogan is, “We fit the feet, not 
merely sell shoes,” and we maintain it 
even during our sales and sale prices, 

* * * 


S. J. Brouwer, Milwaukee, Wis. 


We have done so much for years 
along this line of studying foot health, 
that it has become almost routine. For 
instance, although it is 30 below zero, 
we are holding a meeting of our entire 
sales staff tonight on the first of a 
series of lectures by Dr. C. I. Groff, 
D.O. These will continue for several 
weeks on every Thursday night. 

Not long ago we had a meeting 
to which we invited osteopaths, chirop- 
odists and medical doctors and gave 
them an evening of motion pictures 
showing Dr. Locke treating feet and 
the movie, “Do You Walk or Do You 
Hobble?” We are holding a one-day 
clinic of the analyses of feet in each 
of our three stores and this is done by 
the head of our Foot Analysis Depart- 
ment. 

Special window displays illustrating 
how shoes affect the health of the body 
and showing styles of shoes that we 
use for special fittings, are featured at 
times. 

The crying need of American citi- 
zens for shoes that will allow the foot 
to lie normal and remain normal is 
really a challenge for us to stick to 
the job and keep pulling upstream un- 
til we eventually reach the goal. 


* * % 


Paul O. Campbell, T. H. Campbell & 
Bros., Middlesboro, Ky. 


We feature at all times, Foot Health, 
and do always insist upon a careful fit- 
ting. At all times throughout the year, 
we hold special days for foot correc- 
tion. We have always promoted Foot 
Health Week in our windows and news- 
paper advertising. 








“ROOSEVELT DAY” 
SUCCESSFUL 


Providence, R. 1.—‘Roosevelt Day,” origi- 
nated in this city, was launched with real en- 
thusiasm—and plenty of publicity. Advertis- 
ing of footwear occupied over 213 inches of 
double-column space in the city’s largest news- 
paper, the “Evening Bulletin,” in the Friday 
evening issue. This included space used by in- 
dependent and chain shoe retailers and depart- 
ment stores featuring footwear. ‘ 

Other publicity included store posters, win- 
dow and interior displays, radio announcements 
and direct-mail circulars. Early this morning 
shoppers began to pour into the city with every 
indication of a record-breaking day. 
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IN STOCK 


English boots. 


Full leather lined. 


WOMEN’S 
MEN’S 


Est. 1899 
1239 Broadway, N. Y. 





COLT ENGLISH BOOTS 
THAT CAN BE 
PROFITABLY 

MERCHANDISED 


Unprecedented value having all 
the earmarks of highest grade 


Calfskin. Perfect shaped leg. 
Write for catalogue F-5 


COLT CROMWELL CO., INC. 


911 S. Los Angeles St., Los Angeles, Cal. 


Muleskin upper, 
leathrr bend re- 


2000 8/11 $.77 
2001 11/2/2 .8742 
2002 2'/2/6 1.0242 


$7.50 
8.50 


nails or tacks. 


The PLA-SHU 


out-sole. 


Featherweight . 


58 


IN STOCK— 


MONDL PLA-SHU 
BROUWER’S 
RESEARCH 
LAST NO. 8 


Conforms to the 
‘Daniel Boone’ lace 
to toe style recom- 
mended by the Joint 
Style Committee of 
the N. S. R. A 


Full grain elk 
u er, leather 
bend re-tan_ sole 
3000 8/1) $1. 

3001 11/2 1.10 
3002 22/6 1.82% 


. Flexible . . No filler, rubber, 


built over S. J. Brouwer’s Research 


Last No. 8 is essentially a health shoe for children, 
does not sweat the feet, keeps them in normal con- 
dition with correct bone alignment. They are made 
entirely of leather with a chrome re-tan leather 


Write for samples and further details. 


C. THE MONDL MANUFACTURING CO. 








Oshkosh, Wisconsin 





Tell Customers Through Windows 


[CONTINUED FROM PAGE 28] 


body’s business. The folks who might 
have bought your shoes, may now buy 
the other fellow’s, unless you prove 
to them that yours are the best buy. 

That means that there is a big pro- 
motional job to be done in April, and 
merchants must redouble their efforts 
to increase Spring sales through more 
and better ads, window displays 
and promotions of every kind. The 
public is in a more favorable psy- 
chological attitude than it has been in 
some time and indications point to a 
good consumer response in most locali- 
ties. Wise merchants, we believe, will 
make the most of this by planning 
extra advertising and by striving to 
put a new note of confidence and cour- 
age in their windows. Above all, they 
should strive to present to their public 
an attractive series of interesting, sea- 
sonable Spring window displays during 
the next two months. 

A public that is just a bit fed up on 
long-enforced economy, now feels more 
confidence in the future and is eager 
to buy new things. Show them the 
new Spring styles and colors in shoes, 
hosiery and accessories. Stress the 
new season and the new outlook for 
better times. Don’t be afraid to put a 
strong note of confidence in your sales 
message, both in ads and windows. 





It is also in order, we believe, to 
point out the fact that prices are now 
at rock bottom levels, and that every 
indication points to a gradual upward 
trend. Even in the case of labor, the 
worm has turned and there is plenty 
of evidence that, despite the scarcity 
of jobs, there is a point at which work- 
ers will refuse to turn out shoes. 

A big Brooklyn department store is 
telling the public through a series of 
cleverly written advertisements that 
“Now is the Time to Turn Dollars into 
Goods.” That’s a good message to 
pass on to people everywhere, through 
advertisements, window displays and 
promotion of every kind. It’s a psy- 
chology that may well prove stimulat- 
ing, not only to the sales of the indi- 
vidual store, but to the entire business 
structure of the nation. 





Store Site Was 
Community Center 
[CONTINUED FROM PAGE 30] 


about 75 feet deep. About 10 years ago 
an addition was made which took in 
another store and it made it about 
twice as large. 

“The new building is an imposing 
structure comparable only to the most 
modern metropolitan shops. It is 130 
feet deep by 28 feet front. The front 
of the building is three stories high and 
is of blue pearl granite imported from 
Sweden. 

“It is noteworthy, indeed, that in 
1932, the year which will go down in 
history as one of depression, want, 
suffering and business failure, William 
Kahn, finding himself in a position to 
advance, had the courage and far- 
sightedness to build a store which is a 
monument. and a credit not only to him- 
self but also to his city.” 


The Standard-Star devoted an en- 
tire page to the opening. 


Changes Date of Style Show 


Los Angeles, Calif.—The Shoe Travelers Club 
of Los Angeles announces that the date of 
their coming Style Show and Sales Week has 
been changed to the week of June 18. 
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Your Store Name 
or Trade Mark 
Specially Cut-out 
of Felt—FREE 


Can be used in a great variety of ways in 
combination with cut-out Felt Letters 
and Felt Pictures. See illustration below. 


The above illustration shows a typical way of 
dressing up one of the display panels. At the top 
is the specially cut out store name. Fall atmos- 
phere is procured through a felt picture made up 
of yellow moon and bright colored Autumn leaves. 
The felt letters tell the story. This display in bright, 
attractive, alluring Colors is bound to attract cus- 
tomers to your store and be responsible for many 
dollars of additional sales which would go else- 
where because of superior window displays. 


With the Shoe-Craft Window Display Service, your 
windows are bound to attract attention. 


Remember—This is an exclusive service—only one 
store in a community can have it. 


The greatest display men and the wide-awake stores 
thruout America are now using Felt Letters and 
Felt Display. 


They’ve found for simplicity, quickness of change, 
attractiveness and economy there is no other method 
that offers the possibilities of Felt. 


The Felt letters are rich in appearance—can be ap- 
plied and removed instantly—used over and over 
again—clean cut and symmetrical—adhere to the 
background without the use of tacks, pins or ad- 
hesives—no fuss—no muss. 
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Cut out FELT PICTURES 
can also be furnished 


Seasonable style windows demand an added touch not needed 
in everyday displays—Spring—Summer, Autumn and Win- 
ter—each offer the opportunity for elaborating on the regu- 


lar run of your windows. 


To take care of this merchandising need the Recorder has 
developed Special Poster Pictures of Felt for the opening 


of each of these periods. With these appliques and your 
regular service, you can have displays as attractive as the 
best metropolitan windows and at a cost never before pos- 


sible. These Felt Applique designs can be used time and 
time again. 

Remember, no single factor in the development of a retail 
business is more important than attractive, attention com- 
pelling windows. 


Don’t Let Your Competitor Beat You 
to These New Style Show Windows. 


Send Coupon Today 


BOOT & SHOE RECORDER 


Merchants’ Service Department 


367 W. Adams St., Chicago 


SEND THIS COUPON TODAY 


Boot & Shoe Recorder—Merchants Service Dept. 
367 W. Adams St., Chicago 

Please send full details of your new Window Display Service of Felt 
Letters, Pictures, Panels, etc. 








When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


Leather Prices Advancing 


Boston News’ Bureau _reports— 
Leather tanning companies mav benefit 
substantially through inventory posi- 
tion the next few months. The nature 
of the business, with a year or longer 
required to process raw hides into fin- 
ished product, is such that leather com- 
panies always carry large inventories. 

With Chicago native packer hides 
touching the lowest levels in 1932 they 
again suffered severely through inven- 
tory depreciation. During the past 
week, with stocks in hands of manufac- 
turers barely sufficient for needs, in- 
quiries have advanced price of finished 
leather two cents a pound for the 
heavy product, and from one to two 
cents a square foot for the lighter 
leather grades. 

American Hide & Leather Co., lead- 
ing factor in the light leather field, 
used largely for shoe uppers, last week 
experienced an upturn in busine«s, with 
an advance of one cent a foot in 
cheaper grades, which had been selling 
at 10 cents. Better grades of light 
leather advanced two cents a foot, to 
25 cents. Continuing its policy in effect 
for some time, the company is restrict- 
ing orders to deliveries within 60 days. 

Within the past week, sales of heavy 
or sole leather, previously selling from 
18 to 25 cents a pound, have been re- 
ported at advances of two cents a 
pound. 

Native packer hides at Chicago, in 
mid-summer 1932, sold down to 3% 
cents a pound, or lower than in 25 
years. A quick turnabout carried the 
price to around eight cents a pound in 
early fall. The advance was not sus- 
tained, and during the balance of the 
year price was established around five 
cents a pound and lower, a figure which 
has prevailed since then. The past week 
spot quotations have anvanced one cent 
to 5% cents. 

Policy of the leading companies has 
been to take cognizance of the con- 
tinued decline in inventories through 
write-offs, either through the income 
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account or reserves previously estab- 
lished for that contingency. Apprecia- 
tion of values is not reflected in the 
income acconnt, except through price of 
goods sold. 


Rochester Plants Busy 

RocHester, N. Y.—Manufacturing 
in the Rochester area moved along 
rapidly this week, with the juvenile 
factories moving up close to the heels 
of the women’s plants as orders in- 
creased. 

The E. P. Reed Company and W. B. 
Coon Company moved up to 1800 and 
2000 pairs a day production, respec- 
tively. The C. P. Ford Company, Meni- 
han Company and Sherwood Shoe 
Company also stepped up. The Blum 





PRICES RISING AT LYNN 


Lynn, Mass.—Hides and leather are rising 
here, and shoe manufacturers are trying to 
figure up what price shoes after Easter orders 
are filled, it being a common version that the 
markets have turned from buyers’ to sellers’ 
advantage, and, furthermore, that the pave- 
ment-pounding public is expecting a new deal 
in shoes. 

Hide quotations went up a cent or more last 
week. Sole leather was advanced two cents 
a pound, and sole cutters marked up their goods 
15 per cent, of 1% cents on a pair of dime 
soles. Kid leather was reported from 15 to 20 
per cent firmer in price. Calf, sheep and side 
leather got off the toboggan and began to climb 
again. 

The recent advances, if sustained, will add 
from five to ten cents a pair to the cost of 
making shoes, and on top of this increase in 
the price of materials comes a rise in labor in 
tanneries and supplies factories, as well as shoe 
factories, and capping the climax is a call for 
better shoes that will stand the wear and tear 
of the new deal. 

The question comes, as it always does, of 
passing the word along among merchants and 
clerks of the new deal, and of getting the 
larger prices which the rise in hide and leather 
prices will require. 


—————— 
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EVERY WEEK 


Shoe Manufacturing Company in Dans- 
ville was reported on the way to touch- 
ing its record of last year in slipper 
production, especially with cement 
process products. 

F. A. Kuhnert Company and other 
children’s factories were keeping a 
good pace. Manufacturers still were 
sticking to quality shoes with no sign 
of a letdown in demand for that 
product. 


Maryland Trade Pick-Up 


BALTIMORE, Mp.—The bank holiday 
in Maryland which began Feb. 25 and 
continued through the national bank 
holiday declared by President Roose- 
velt, had a decidedly unfavorable ef- 
fect on sales of footwear in Baltimore, 
according to the leading and repre- 
sentative shoe merchants and shoe de- 
partment managers and buyers of the 
leading department stores. Most of the 
footwear activity was due to cases of 
pressing footwear need. The shoe mer- 
chants and shoe department managers 
reported the bank holiday diverted 
much business to repairing depart- 
ments of their stores: 

Now that the banking situation has 
been eased up, both shoe merchants and 
shoe department managers and buyers 
look forward to good activity with 
hopes movement will become brisk 
enough to make up for the enforced 
inactivity. 


Nunn, Bush Loss Reduced 


MILWAUKEE, WIs. — Selling more 
pairs of shoes in 1932 than the year be- 
fore although dollar sales were less, 
Nunn, Bush and Weldon Shoe Co. op- 
erated at a profit the last six months 
of 1932. Total sales were $3,065,735 
compared to $3,736,185 the year before. 
Pairs sold increased 27,496. 








FOOT HEALTH WEEK 
APRIL 17-22 
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WELTS 
and SILHOUWELTS 


AIR TRED 


The outstanding feature of Air-Tred 
shoes—superior comfort—is just as 
much appreciated in the shoes illus- 
trated below as in arch support types. 
These Air-Tred styles will build busi- 
ness and profits, and make repeat 
customers for your store. 


IN-STOCK 


Bios Kid Pump—618 Last..$3.15 
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IN-STOCK 
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16/8 Continental Heel... “mt c 


IN-STOCK 
P695-15—White Calf Tie—616 host. 
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-9—Blue 
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SMART WHITE COMBINATIONS 


From Florida come interesting reports rela- 
tive to the increased sale of light summery 
effects in sports shoes. Those shown in the 
above group are combinations of black and 
white, and brown and white goatskin. 

A. A. Newman of the Lauderdale Shoe Store, 
Fort Lauderdale, reports that white is particu- 
larly good in men’s footwear. He states: 
“Perhaps it is the economy note that is seen in 
much of the purchasing these days that makes 
white the desired shoe. For sports wear brown 


Spring Color Count 

NEw York, N. Y.—The American 
Woollen Co. releases the following 
Spring color count as of March 1, 1933: 


Lighter Blues 
Red and Dusty Pinks 
Green 


Navy—This color (Admiralty No. 
383) increased two per cent in Feb- 
ruary. 

Grey—Maintained about the same 
position as in the preceding month. 

Beige—Dropped three points. 

Black—Continued in approximately 
its former ratio. 

Lighter Blues—The dusty grey blues, 
such as Prefet No. 365, Haze No. 302 
and Brittany No. 362, gained slightly. 


Clever Models for Youngsters 


CuicaGo, Inu. —In the Young Teen 
shoe section at Marshall Field and Co.’s 
some interesting models are being 
shown right now. One popular model 
is in brown calf with vertical rows of 
tiny perforations—mosquito bites, one 








and white is in the lead in popularity, with 
black and white a second choice.” 

On the other hand, Sam Bailey of Miami, 
states that in his store 78 per cent of the 
men’s shoes sold in his shop are two-tone sport, 
with black and white predominating. There is 
an economical reason for black and white being 
selected because a man can get by with this on 
many occasions when brown and white would 
be out of place. For the same reason solid 
white or black are selling in excess of tans. 


writer calls them. This has no tongue, 
but a handsome fringed plug. Another 
punched oxford in calf has large 
splashy metal eyelets. Various models 
in service calf are in demand is the re- 
port here. These have many interest- 
ing details. One, heavily trimmed with 
calf, has the edges pinked instead of 
folded. Service calf remains as 
popular as ever with the youngsters, 
although the fad for using footgear in 
the place of bulletin boards is dying 
out. Some models have a very heavy 
trim of a contrasting leather so that 
the trim seems more important than 
the shoe itself. Punches and perfora- 
tions are coming in strong. Some of 
these are in blue, others in patent 
leather. These are much cut out and 
have T-straps in moderate widths. 
Blue is reported to be going strong 
with the young folks who know what 
is being worn and are as “style con- 
scious” as the grown-ups. 


Adds Dorothy Dodd Line 


SPRINGFIELD, ILL.—The well known 
and nationally advertised Dorothy 
Dodd line of ladies’ shoes has been 
added to the Barker shoe department, 
located on the second floor of the 
Barker store. This gives the shoe sec- 
tion two popular lines, Marlyn and 
Dorothy Dodd, and makes the shoe sec- 
tion an incentive for any woman to 
do her shoe shopping here at Barker’s. 
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SMOOTHNES 


THE FINISHING TOUCH 





The finish is always best when 


the materials underneath are 





of proper quality and texture. 


Celastic Box Toes fulfill these 
requirements in the toe con. 


struction of any shoe. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
Men’s Shoes 


“HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS., U. S. A. 
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Men’s Fine Shoes 
OLD COLONY SHOE CO. 
Brockton, BOSTON 
MASS. | 10 HIGH ST. 


“Tlettleton. 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 














Stacy Adams Co. 

Manufacturers of 

MEN’S FINE 
SHOES 


Brockton, Mass. 




















WHERE TO BUY 
Shoe Trees 


PROTECTED 


SIMPLEX SHOE 
TREE COMPANY 
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NEW ADVERTISING SLANT 


Chicago.—Carson, Oirie Scott and Company 
are featuring a special model in a one-shoe 
advertisement, which they call the “Betwixt 
and Between.” It’s a cross between a strap 
and a step-in pump. It’s tailored enough to 
wear with suits, yet formal enough for after- 
noon clothes. It comes in black and blue and 
is sold at $10. 

An old name for a shoe of this type was “to- 
mill-and-to-meetin’” shoe. Such merchandise 
makes a strong appeal to the wise buyer who 
would rather economize on a shoe-for-every- 
occasion idea than to select inferior quality if 
it must be a choice. 

Such points make excellent sales talk. 
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New Stores in Boston 


BostoN—Three new shoe stores have 
opened their doors here within the last 
ten days. The Floyd Shoe Company, of 
179 Lincoln Street, owns and operates 
the Crosby store at 32 Summer Street, 
selling women’s style footwear at a flat 
price of $2. The same concern has 
opened a new store known as Floyd’s 
at 495 Washington Street; and another 
new one, under the same name in 
Springfield, Mass. Harry Stearn is 
manager of the Summer Street store 
and Sam Taub of the Springfield store. 

The John Irving Shoe Company, 
which has a chain of stores in New 
England, has opened Wilson’s Shioe 
Store at 467 Washington Street, with 
Sam Landau in charge. This is the 
first of the Wilson stores to be opened 
by the Irving company in metropolitan 
Boston. 


Atlanta’s Newest Store 


ATLANTA, GA. — Harper’s, Atlanta’s 
newest shoe store, opened at 59 White- 
hall Street, under the management of 
C. E. Hadaway, well-known Atlanta 
shoe man. The location is well known 
to the shoe trade of the South, having 
been occupied by Stewart’s for many 
years and more recently by Paul’s. 
The building has been completely re- 
decorated and is one of the most up- 
to-date shoe establishments in the city. 
In addition to a complete line of wom- 
en’s shoes, the store will have a fully 
stocked hosiery department, including 
full-fashioned all-silk hosiery in both 
the chiffon and service weights. There 
will also be a complete bag department, 
it is stated. 


Miami Shoe Store Moves 


MriaAMI, FLta.—At ten o’clock Satur- 
day night the Miami Shoe Store at 
201 N. Miami Avenue closed its doors. 
Monday morning business was resumed 
at 8:30 but this time at 12 East Flag- 
ler Street. The new location is one 
of the choice spots in the retail sec- 
tion of Miami. Approximately 7500 ft. 
of floor space is being used by this, the 
largest Family Shoe Store of Miami. 
Three distinct departments for men, 
women and children have been opened 





up. A complete line of hosiery is also 
carried. Theo. Gulkis and Harry Blu- 
min are owners of the _ business. 
Thomas Newsome is manager and D. B. 
Hughes, buyer. 


Celebrating 40th Anniversary 

TeRRE HAvuTE, IND.—The Hornung 
Shoe Store is celebrating its fortieth 
birthday. All this time it has been 
under the same management of Otto 
C. Hornung and his son, Rake O. 
Hornung. During all this period of 
business, the policy of the house 
towards selling only quality merchan- 
dise and seeing that each and every 
pair of shoes sold was correctly fitted, 
has not changed one iota. 


She Done Him Wrong 


WHEELING, W. VA.—Samuel Evar- 
kin, a local shoe merchant, was victim- 
ized out of $10 by a trio of gypsies who 
purchased a ten cent pair of shoe laces 
and then “Blessed” his cash register. 
When the “Blessing” was over and the 
trio had departed Evarkin missed ten 
dollars from the cash register. He 
notified the police who rounded up the 
suspects and compelled them to return 
the $10 and to leave town. 


Pettrey Bros. Buys Kline Stock 


FAIRMOUNT, W. Va.—Pettrey Bros. 
has purchased the entire shoe stock 
from Kline’s from the trustees and is 
conducting a cleaning out sale of this 
merchandise preparatory to their re- 
opening. After this stock has been 
disposed of, a complete line of Star 
Brand shoes for men, women and chil- 
dren will be featured. Harry S. Mil- 
ler is to manage operations. 
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Charles E. Patterson 


BURLINGTON, IowaA—Charles E. Pat- 
terson, 42, partner for 20 years in the 
recently dissolved shoe firm of Schramm 
and Patterson, died at his home here 
March 7. He was born in Burlington 
Aug. 19, 1890, and was associated with 
the Douglas Shoe store as a young man. 
He was active in civic and fraternal 
life. 


Arthur Banister 


Newark, N. J.—Arthur Chadwick 
Banister, 64, formerly president of the 
Banister Shoe Co., of Newark, died in 
Orange Memorial Hospital, today fol- 
lowing an operation. He retired 6 
years ago as president of the shoe con- 
cern after 35 years with it. Surviving 
are the widow, Mrs. Mabel Ross Ban- 
ister; a daughter, Mrs. Ruth Banister 
Scott; one son, James Henry Banister 
of Madison, N. J., and two grandchil- 
dren. . 
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yery Conditions at present make it not only desirable but advisable for all merchants 
to protect their credit standing. Manufacturers, likewise, are equally inter- 
ested in having them do so. Adequate lines of credit, based on conditions 
in each individual case, can best be considered and established when complete 








rar facts are available. 
1m- : 
= Careful planning, actual figures, plus good business judgment, are essential for 
er, the success of any business. Changes have been so rapid that once-a-year 
me | check-ups are no longer sufficient. 
ten 
H 
“a Therefore, the undersigned urge that you: 
- (1) Take a thorough, semi-annual inventory of 
stock on present-day values. 
=k (2) Carefully analyze and age your accounts 
8. receivable. 
os 
is (3) Prepare a balance sheet setting forth present 
conditions. 


(4) Prepare detailed operating statement for the 

past six months. 

(Preferably through some reliable accounting firm) 
Then, the issuance of these statements promptly to the manufacturers in- 
terested in your store will bring frank and constructive comments and con- 
. sistent credit consideration. The issuance of a statement will not in any 
manner be construed as a reflection upon a merchant's credit but will be 
accepted as a sound business policy. 


Walter Booth Shoe Company Jarman Shoe Company 
Milwaukee, Wis. Nashville, Tenn. 


Commonwealth Shoe & Leather George E. Keith Company 

| Company Whitman, Mass, Brockton, Mass, 

The Irving Drew Company Mishawaka Rubber & Woolen 
Portsmouth, Ohio Mfg. Co. Mishawaka, Ind, 


Dunn and McCarthy, Inc. The Selby Shoe Company 
Auburn, N. Y. Portsmouth, Ohio 


Freeman Shoe Corporation E. T. Wright & Company, Inc. 


ae Beloit, Wis, Rockland, Mass. 


When writing advertisers please mention Boot and Shoe Recorder 
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Women’s Shoes 
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FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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GENUINE HAND TURNS 
$9.50 














No. 22108 PATENT LEATHER 
SEAMLESS OPERA 
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DODGE, BLISS & PERRY 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 


co., 
INC. 








The Ball Bearing Heel in 


Clara Baron 


Takes Away 25,000 
Shocks Per Day 


These Special 
Features 
Enable You To 
Get More 
Mark Up 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 













HANNAH SON' S 


NURSE OXFORD 
$4425 


No. 694 . . . White Linen Oxford 
12/8 College Heel. Comb. 43 Last; 
In Stock A, B, C and D; Sizes 3 to 9. 


HANNAHSON'S 


HAVERHILL, MASS. 

















WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that its index 
number of wholesale prices for the 
week ending March 11 stands at 60.2 
as compared with 59.6 for the week 
ending March 4, showing an increase 
of approximately 1 per cent. These 
index numbers are derived from price 
quotations of 784 commodities, weighted 
according to the importance of each 


INDEX NUMBERS OF 
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WHOLESALE PRICES FOR WEEK ENDING MARCH 11, 1933 
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commodity and based on average prices 
for the year 1926 as 100.0. Due to 
the closing of commodity exchanges, in 
connection with the bank holiday, a 
limited number of prices used in the in- 
dex for the week of March 11 are nec- 
essarily interpolated. 

The accompanying statement shows 
the index numbers of groups of com- 
modities for the weeks ending Feb- 














(1926 = 100.0) 


Feb.11 Feb.18 Feb.25 Mar.4 Mar. 11 
PU OOMREADEUNOS o.oo od viens cscs 60.2 60.1 59.7 59.6 60.2 
SS ere 41.2 41.9 40.8 40.6 42.7 
MR raat id ois cae ibns oa cevsinielece 54.4 54.3 53.7 53.4- 55.0 
Hides and leather products....... 68.1 67.9 67.6 67.6 67.5 
MIO MOMIIILIED 5 6.0.6. 6:0 0:5,0:0:0-9.0 0% 51.0 51.0 50.7 50.6 50.7 
Poel ‘and lighting ............00+ 64.7 64.4 64.3 64.4 63.9 
Metals and metal products....... 77.9 77.6 77.4 77.4 77.2 
Building materials ............. 69.6 69.6 69.9 70.1 70.0 
Chemicals and drugs ............ 71.4 71.4 71.3 71.3 71.4 
Housefurnishing goods .......... 72.7 72.7 72.7 12:7 72.3 
Se ere 60.0 59.7 59.6 59.6 59.2 





ruary 11, 18, 25 and March 4, and 11}. 
WHOLESALE PRICES 
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BOSTON SHOE FAIR DATES 


HE 1933 Annual Boston Shoe Fair officially 

sponsored by the New England Shoe and 
Leather Association will be held at Hotel 
Statler in the country’s recognized midsummer 
shoe market July 10, 11 and 12, and will include 
the usual hospitality features. Details will be 
announced later, and in the meantime the 
management expresses confidence that the 
show will attract the usual large and represent- 
ative attendance of buyers. 


THOMAS F. ANDERSON, 
Secretary. 


RARE 1 EN TT 
————— 5 


Files Incorporation Papers 


MERIDIAN, Miss.—Articles of incor- 
poration have been filed with the secre- 
tary of state by the College Slipper 
Shoppe of Meridian. Capital is given 
as $5,000. 


Reiss With Burt’s 


BIRMINGHAM, ALA.—AI Reiss, who 
has held several important shoe execu- 
tive posts in this city as well as in the 
north, is now manager of the local 
Burt shoe store. This store is one of 
the Edison chain, and Reiss is now mak- 
ing plans for a substantial increase in 
sales. 


Prospects Bright, Says E. C. Orr 


CINCINNATI—E. C, Orr, vice-presi- 
dent of the Potter Shoe Company, feels 
that prospects are brighter for the shoe 
business than they have been for a long 








time. At present he said the thing to 


do was to keep your head and pursue 
your regular policy. 

Speaking of styles for men. he said 
that the narrower toed shoe was being 
shown this season, but that men are 
buying very conservatively as they are 
more interested in getting more miles 
per dollar out of a shoe than in fancy 
styles. They are demanding a good 
well-made shoe in good leather and a 
pattern that will do for most any oc- 
casion. 














P. B. Rehfeld Assumes 
New Duties 


New York, N. Y.—Saks Fifth Ave- 
nue announced the appointment of P. 
B. Rehfeld as buyer for the entire ju- 
venile shoe departments on the second 
floor. This includes the boys’, chil- 
dren’s and growing girls’ sections. For 
the past year Mr. Rehfeld has been 
buying the men’s shoes. He has been 
in the store since it first opened and 
was assistant men’s shoe buyer for 
seven years previous to assuming full 
charge of this department. 























ATTENTION RECORDER 
READERS 


The RECORDER is compiling a list of those 
shoe merchants who have been our readers and 
subscribers for ten years or more. 

Will you kindly help by clipping this item and 
returning it to me with your business card? 
Please indicate the approximate time you hav: 
been a RECORDER reader. 

Harry R. Terhune, care of Boot & Shoc 
Recorder, 239 West 39th St., New York, N. Y. 
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LITTLEWAY 
STAPLE LASTING 


Littleway Staple Lasting is the modern way of lasting 


chain stitch, lock stitch, and cement shoes. 


Examine the Littleway cross section above and note 
the unique formation of the staples. These staples are 
formed automatically from a coil of small wire and 
they permanently fasten the upper and lining to the 
insole. Note particularly that their points turn down and 
away from the inner surface of the innersole; unlike 


tacks they do not penetrate the inner surface of the 
innersole. 


Compare this method with the cross section below, 
which shows the tack lasting method. The sharp points 
of these tacks actually penetrate the inner surface of 
the innersole and should be clinched upon this surface. 
Tacks do not always clinch, they “buckle” ond are 


sometimes found pointing upward toward the foot. 


Littleway Staple Lasting ever since its introduction to the 


TACK 
LASTING 


industry has been and still continues to be a superior 
manufacturing process. 


Safeguard the quality of your shoes with this modern 


and improved process of construction. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 

















S. CHASE & SONS, INC., 
HAVERHILL, MASS. 

In Stock Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and black with 


Snap Pocket tr 
Zipper Pocket 1.50 


w. 













QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 

Padded Sole, Cuban Heel. Ip 

Red, Blue, or Black Kid. 

Write for catalog 

FREEMAN THOMPSON 
SHOE COMPANY 
St. Paul, Mina. 
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WHERE TO BUY 


Shoe Dressings 


8 6 8 FE 












SOLD EXCLUSIVELY SCIENTIFIC 
TO SHOE TRADE QU ALITY 
FOR DETAILS POLISHES 
DRESSINGS 
CAVALI =R CLEANERS 
COnP. DYES 


BALTIMORE 





FALL SHOE COLORS 
ANNOUNCED 


At a meeting of the Colors Committee of 
the Tanners’ Council of America, held in the 
office of the Textile Color Card Association, on 
March 16th, George H. Mealley of the Ohio 
Leather Company, Philadelphia, was elected as 
the new chairman of the committee. Following 
the meeting, Mr. Mealley stated: 

“At the Joint Colors Committee meeting, 
representing tanners, manufacturers and retail- 
ers, the following colors were repeated from 
previous seasons and designated as classic 
staples for volume trade during the fall and 
winter of 1933: 


INDIES BROWN 
MADEIRA BROWN 
NEW ADMIRALTY BLUE 


“The importance of Fawn Brown and 











Swagger Brown, used alone and in combination, 
will also be noted on the color card when 
issued. High style colors were also selected 
and will be made the subject of a later an- 
nouncement. 

“At the meeting of the Men’s Color Commit- 
tee, on the following day, BOURBON and 
BROWN SHERRY were repeated. A new lighter 
custom shade will be brought out later.” 








Revival of Confidence Stressed 
At Boston Boot and Shoe Club 


Boston—Colonel Benjamin A. Frank- 
lin, of Springfield, Mass., a former 
president of the Associated Industries 
of Massachusetts, told the members of 








the Boston Boot and Shoe Club that 
better times would come when a policy 
of working for the common good tri- 
umphed over the policy of individual 
greed; that we are entering an era of 
shorter working hours, better ma- 
chinery, better management and man- 
agement methods; and that we first of 
all, need a considerable revival of con- 
fidence. He believes that the Sherman 
anti-trust law should be revised to per- 
mit the formation and operation of 
trade associations which can and will 
exercise regulatory powers over pro- 
duction and pricing. 

The club dinner, held recently in the 
Hotel Statler, was followed by a short 
business session during which the fol- 
lowing officers and executive commit- 
tee were unanimously elected to serve 
during the 1933-34 season: 


President—Maxwell P. Gaddis, Inter- 
national Shoe Company, Boston; First 


























Vice-President—Everett T. Packard, 
Avon Sole Co., Avon, Mass.; Second 
Vice-President — Charles T. Cahill, 
United Shoe Machinery Corporation, 
Boston; Secretary—Thomas F. Ander- 
son, Boston; Treasurer—Frederic M. 
Haynes, Milton, Mass.; Associate Sec- 
retary—George M. Rand, Cambridge, 
Mass. 

Executive Committee—Carl F. Dan- 
ner—American Hide and Leather Co., 
Boston; Herbert T. Drake—W. L. 
Douglas Shoe Co., Brockton, Mass.; 
Horace R. Drinkwater—Edwin Clapp & 
Son, Inc., East Weymouth, Mass.; Wil- 
liam E. Gill—The Gill Publications, 
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Dungan, Hood & Co., Inc., Boston: 
Frank R. Lemp—Armour Leather (Co, 
Boston; C. Harry Miller—Brookline 
Mass.; James A. Munroe — FE, 7 
Wright & Co., Inc., Rockland, Mass,; 
Stephen R. Nichols—F. W. Whitcher 
Co., Boston; and Ernest B. South. 
worth—George E. Belcher Co., Stough. 
ton, Mass. 

C. Chaytor Mason, special repre. 
sentative of Coward Shoes, Inc., de. 
scribed what he called the “open door’ 
policy of running a retail shoe store, 
which involved a revision of many con. 
monly accepted methods of meeting and 
serving the customer. 

He urged the showing of new styles 
to customers who had already com- 
pleted their purchases, not in an at. 
tempt to make a two-pair sale but to 
give them something to think about af. 
ter leaving the store which might serve 
to bring them back again for the sec. 
ond pair when needed. He advocated 
a more intensive and intelligent use of 
phone and direct-by-letter salesmanship; 
and ended by suggesting that the shoe 
industry could be of very real service 
by forming within itself an educational 
council for the propagation of foot 
health and shoe knowledge among the 
school children of the country. 

Resolutions memorializing the lives 
of Fred B. Rice, of Rice & Hutchins, 
Inc., and of Willis R. Fisher, president 
of the A. C. Lawrence Leather Com- 
pany, both of whom died during Ieb- 
ruary, were adopted by rising vote. 











Leather Company Elects Officers 


PEABODY, Mass.—The directors of 
the A. C. Lawrence Leather Co. met on 
March 16 and elected the following 
officers: 

A. F. Hunt, president; A. J. Green, 
vice-president; R. L. Winans, vice- 
president; V. F. Likins, vice-president. 





Edison Chain Expanding in West 


PORTLAND, ORE. — Another Leeds’ 
shoe store is making ready for opening 
here in time for Easter sales. The 
Edison Brothers Stores, Inc., of St. 
Louis, Mo., carrying forward their na- 
tional chain of Leeds’ stores, have 
leased a prominent downtown location 
for the purpose, and are remodeling 
and redecorating the interior and ex- 
terior in line with the setting of their 
new shoe salons recently opened in the 
new expansion move. 








Hide Futures Advance 20% 


An increase of approximately twenty per cent 
in Hide futures values was established since the 
resumption of trading after the banking holi- 
days. The sharp upward sweep in prices on 
the New York Hide Exchange was accompanied 
by increased activity and while the market re- 
acted on Friday, the list showed net gains of 
from 105 to 115 points over the closing levels 
of March 3rd. 

A much improved tone was also evident in 
the spot hide situation where a marked ad- 
vance in prices was recorded. 





Inc., Boston; B. Stanley Jordan, Jr.— 
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Carnproarp HOUSES 


‘don’t go”? IN INDUSTRY 
® 


Manufacturers invest many thousands of dollars in ad- 
vertising to tell you of their products, and the service you 
can expect from them. 


It’s illogical to suppose that such sums will be invested 
unless the manufacturer knows positively his product can 
fulfill the promises made for it. They do not spend huge 
sums building “Cardboard Houses.” 


Any manufacturer who advertises consistently year after 
year has a product that has proven its value by performance 
. . . that has demonstrated to users that it will do all that 
has been claimed for it. 

Read the advertisements of these concerns in this publica- 
tion. Study their advertising messages. They are an intelli- 
gent discussion of methods to improve your operating, sales 
or service conditions. 


Advertisers find the straightest line and shortest distance between 
manufacturer and distributor to be the advertising pages of this me- 
dium, which offers the soundest advertising value due to its Greater 
Reader Interest based upon rendering the most practical service to the 


largest number of paid subscribers, A. B. C. 


Peogzossive manufactucecs are advectising dependable products 


Copyright 1933, Rogers @ Gano Advertising Agency of Texas 


WHERE TO BUY 


Dancing Shoes and Taps 





TAP DANCING 
THEO SLIPPER 
ne Ne. 1210 


atent Leather 
Fer Growing Girls 
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F. L. Arnold Dies 


Kansas City, Mo. — Floyd L. 
(“Spike”) Arnold, one of the most ac- 
tive and best known men in the shoe 
business here, died March 14 at his 
He con- 
tracted pneumonia five days ago and 


home, 5430 Drexel Way. 
his condition was very grave from the 


beginning of his illness. 


Elwyn Pond 


FLINT, MicH.—Elwyn Pond, 49 yea, 
old, a director of the National Retgj 
Shoe Dealers Association, President 
the Michigan Retail Shoe Dealers 4. 
sociation, and manager of the Hy 
Shoe store here for more than 20 year, 
died Wednesday, March 8. Mr. Ponj 
had been ill for several weeks folloy. 
ing his return from Florida where }, 
had gone in an effort to regain hi; 
health. 

For a number of years he had heen 


active in shoe merchants’ organizations, 
state and national, and at the time of 
his death was a director of the Michi. 
gan Retail Shoe Dealers’ Mutual Fir 
Insurance Company. 

He came to Flint in 1901, and in 191) 
established the Hub Shoe store, of 
which he had since been the principal 
owner. 


D Widths—Sizes 3-7 
$1.25 


Price 
BLOG SHOE CO., INC. 


147 Duane St., New York City 
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Children’s Footwear 





MRS. DAY’S IDEAL BABY SHOES 
4 Infants’ Soft Seles...0-3 


intermediates ........ 1-5 
Flexible Hard Seles... .2-8 


ont Be In-8took 
‘alog 

AY'S IDEAL BAB 
mae. eee 
Leeust St. Danvers, Mass. 














Can you ia uA 


Write for 
SAMPLES! 


FLOYD L. ARNOLD 


Born in Mound City, Mo., in 1887, it 
was not many years before the resi- 
dents of that little community knew 
Arnold as an energetic youth. 

When still a youth Arnold left his 
home town and went to St. Joseph, Mo., 
where he secured his first work in a 
shoe store. He liked the work and was 
a successful salesman. In 1911 he 
came to Kansas City and became a 
salesman for the Robinson Shoe Co. 
A short time later he took a position 
with the French, Shriner & Urner Co., 
and in less than a year his courteous 
manner and success won him the pro- 
motion to manager. In 1919 he be- 
came manager of the shoe department 
of Woolf Brothers, until 1921 when he 
opened the Bostonian Shoe Store at 
1021 Main Street with the late Fred 
Gray. There he remained until March 
1, when the Bostonian stock was moved 
to the store of Rothschild & Sons, with 
Mr. Arnold as manager. 

Mr. Arnold numbered his friends in 
business circles by the thousands. He 
had a pleasing personality and devel- 
oped more unique methods of publicity 
for his shoe store than anyone in the 
trade. He was known to all as “Spike” 
and always signed his name this way. 

He leaves his widow, Mrs. Juliette 
Canine Arnold; a son, Robert, and a 
daughter, Shirley. 

Funeral services were held March 15 
at the Freeman Chapel. Burial was 
in Mound City. 





ELWYN POND 


This is the 
NEW 


SWAN ONE-STRAP 


65¢ Pair—Sizes 2 to 6 


=— SHOE CO., Inc. 
Ith Street Baltimore, Md. 


Fraternally, Mr. Pond was especially 
prominent in Masonry, being a member 
of every branch of the order, including 
the 32nd degree. He had served as 
grand worthy patron of the Michigan 
Grand Chapter, Order of Eastern Star, 
and was twice worthy patron of Flint 
Chapter, No. 138, O.E.S. 

During his residence in Flint, Mr. 
Pond had been active in club and civic 
circles as well as the business life of 
the city. Appointed in 1924 to the Flint 
Board of Water Commissioners, he 
served as treasurer of the board during 
his term in office. He was a charter 
member of the Flint Rotary Club, a 
past director of the Flint Junior Chan- & 
ber of Commerce, and a vice-president 
of the Merchants & Mechanics Bank of 
Flint. 

Mr. Pond was always very active in 
retail shoe association work and held 
many important executive posts in both 
state and national associations. Dur- 
ing the time the N.S.R.A. held its con- 
vention in Detroit during January, 
1931, Mr. Pond was then President of 
the Michigan Shoe Retailers. A great 
deal of the success of this convention 
was traceable to his leadership. The 
shoe merchants the country over suffer 
a distinct loss in the passing of E!wyn 
Pond. 











168 NUMBERS IN STOCK 
Write for New Catalog. 


SHOE MFG.CO. 


es hppa cig) wis. 


Ane BROS. CO. Mass. 
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DO YOU KNOW THAT 


The buying of one pair of shoes gives five 
hours of factory employment. 
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» ON THE SELLING END « 


News of the Travelers and Sales Activities 
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From the office of 


National Shoe Retailers’ Assn. 
429 Statler Bldg. 
Boston, Mass. 
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Following along the lines of the 
Resolution presented at the last Con- 
vention of the National Shoe Travel- 
ers’ Association “MADE IN AMERI- 
CA,” commercial shoe travelers evi- 
dently are going to the front. 

Their desire is to protect American 
labor, thereby maintaining the stand- 
ard of American living and bringing 
work to American workmen by which 
their purchasing powers may be re- 
tained that they can buy substantial 
and worthwhile merchandise. 

The boys may be more or less sel- 
fish in the drive because of the big 
influx of foreign-made shoes into this 
country and also because of the per- 
sistent activities of the representa- 
tives of foreign houses to plant their 
lines with the larger buyers to the 
detriment of the American producer, 
thereby lessening the volume of busi- 
ness which would naturally come to 
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those salesmen selling American 
shoes. 

The boys are urging that every 
American manufacturer stamp on 








every shoe “MADE IN U.S.A.” and 
also that every retailer and consumer 
of footwear insist that these words 







specially and letters be prominently displayed 
— on all shoes handled by them. By 
— doing this a greater demand would 





be made for American goods—more 
shoes would be made by American 
shoemakers — more business would 
come to our manufacturers which will 
revert back to the public and undoubt- 
edly help larger circulation of money. 

Scarcely any class could carry 
more weight or be better patrons of 
the slogan, “MADE IN U.S.A.” than 
the commercial traveler. 


W. T. MITCHELL, President, 
NATIONAL SHOE TRAVELERS’ ASSN. 
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Indiana Travelers Hold Election 


Frank Brown, was re-elected presi- 
dent of the Indiana Shoe Travelers 


ctive in 
nd_ held 


- — Association at the annual meeting held 
a ik March 11, in Indianapolis. Fred Nae- 
tend gele was re-elected first vice-psesident, 
dent of Homer Beals, second vice-president and 
oo E. C. Smelzer, secretary-treasurer. 
vlna The new directors elected are as fol- 
The lows: C. E. Dean, Charles E. Wilson 
». * and C. S. Conding. 
, i i Committees and advisory board will 
Elwy0 @@ be elected at the next regular meeting 


on April 8, 





R. L. O’Dell Special 
Representative 





R. L. O’Dell has been appointed special 
representative by the Fargo-Hallowell 
Shoe Company of Chicago, manufac- 


turers of KINDER-GARTEN 
children. 


shoes for 








After 35 years in business, the Fargo- 
Hallowell Shoe Co. decided it was about 
time for a “new deal”—not only for 
themselves, but for their customers as 
well. So they redesigned their line, re- 
organized their sales activities, re- 
duced their overhead to the vanishing 
point and inaugurated many manufac- 
turing efficiencies, all of which is prov- 
ing beneficial not only to the Fargo- 
Hallowell Shoe Co., but to the buyers 
of Kinder-Garten shoes, so Edward 
Fargo, Jr., reports. 

During the quarter of a century that 
Mr. O’Dell has been active in the shoe 
industry, he has made many friends 
who are congratulating him upon his 
new association. For the past ten years 
he has specialized in merchandising 
children’s shoes. Previously he has op- 
erated the children’s shoe department 
at Mandel Bros., Chicago. Mr. O’Dell 
was for eight years with the Marathon 
Shoe Co. at Wausau, Wis. “Mr. 
O’Dell’s experience while in charge of 
11 children’s shoe departments in de- 
partment stores should prove helpful to 
our department store customers,” said 
Mr. Fargo. 
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Fred Hall Now Direct Factory 
Representative in Ohio 


Fred Adams, who until recently was 
sales manager of Dyer & Hall, Inc., 
Auburn, Me., is acting as representa- 
tive for this factory in the state of 
Ohio. 

In a letter to its accounts, the fac- 
tory management states: 

“Today, as never before, retailers 
and manufacturers—to be successful— 
must work together. Better service, 
and facilities for obtaining it, are of 
absolute necessity. We are both vitally 
interested in rapid changing market 
conditions, price advances in basic ma- 
terials, etc. 

“Your interests, and ours, are best 
guarded by keeping in close touch with 
conditions, sources of supplies, ete. 
Closer contact with manufacturers’ rep- 
resentatives is obviously necessary. 

“With this thought in mind, and with 
a desire on our part to cooperate with 
you to the fullest extent, we have ar- 
ranged to have our Mr. E. Fred Adams 
spend considerable time in your state. 
As a direct factory representative, 
thoroughly familiar with our policies, 
future plans, etc., we sincerely believe 
that he can be of material assistance 
in bringing about the closer contact 
desired.” 


E. S. Hood Selling 
Marshalaise Shoes 


Marshall, Meadows & Stewart, Inc., 
announces the appointment of Edward 
S. Hood of East Orange, N. J., to be 
its representative in the southern tier 
territory of New York state, New Jer- 
sey and Delaware. Mr. Hood traveled 
the Pennsylvania and New Jersey ter- 
ritory for several years for Julian 


Kokenge Shoe Co. 





Frank Frazier Likes lowa 

F. F. Frazier, who went to Iowa last 
summer for Weyenberg Shoe Manufac- 
turing Company, had his “boss,” R. J. 
Dempsey, at the Des Moines Convention 
to meet some of the 54 new accounts 
that have bought Weyenberg shoes this 
season. “Frank” likes Iowa and has 
moved his family from Chicago to Des 
Moines. 


Plants Issue Payroll Scrip 


PorTSMOUTH, OHIO—Payroll difficul- 
ties at the plant of the Selby Shoe Co. 
and the Williams Manufacturing Co., 
the latter manufacturing leather 
goods, were solved by the issuance of 
scrip, which is acceptable to members 
of the Portsmouth Retail Merchants 
Association. The scrip was issued in 
denominations of $1, $5 and $10 in dif- 
ferent colors. Plans were made to pay 
the employes of the Ironton branch of 
the Selby Shoe Co. in the same manner. 

The officials of the Excelsior Shoe 
Co. announced that every effort is be- 
ing made to meet its coming payroll in 
cash. 
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CLAWIFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 


LINE WANTED 





WANTED — Salesmen covering territory by 
car to carry as side line manufacturers’ fast 
selling line of in stock Children’s Shoes, sizes 
2 to 8, for States Iowa, Nebraska, Minnesota, 
North Dakota, South Dakota, Ohio, Kansas, 
Tennessee, Louisiana, Texas, Washington, Ore- 
gon, Oklahoma and Arkansas. Address D-308, 
care Boot and Shoe Recorder, 367 West Adams 
St., Chicago, IIl. 





ALESMAN—To carry a line of stitchdown 

shoes and barefoot sandals in the Northwest 
and Pacific Coast on a_ strictly commission 
basis to volume buyers. Established territory. 
State references and qualifications. Address 
D-309, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMAN wanted by manufacturer to sell 

line of slippers to volume buyers on commis- 
sion basis. No objections to side line. Address 
D-310, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





S ALESMAN selling good stores, to handle on 
commission basis side line of 80 women’s in- 
stock welts, compos made by nationally known 
Ohio factory, retailing 4 and 6 dollars, for New 
York, Albany west to Niagara Falls. Give full 

articulars and references. Address D-311, care 

oot and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








POSITION WANTED 


RAT SHOE SALESMAN, 35, MAR- 

ED. ALL AROUND SHOE MAN. 
TICKET WRITER. FIFTEEN YEARS EX- 
YCE. WILL WORK AT SMALL 
S . GO ANYWHERE. CAN FUR- 
NISH BEST OF REFERENCES. MAURICE 
1 i 1114 85TH STREET, BROOK- 








S ALESMAN—Fifteen years’ experience, man- 
ager, window trimmer, fashionable and or- 
thopedic shoes. Fitting and making arches, 
wedges and metatarsals. Go anywhere. Address 
D-312, care Boot and Shoe em. 239 West 
39th Street. New York, 





THOROUGHLY experienced and capable re- 
tail shoe man, age 30, with 14 years’ experi- 
ence, wishes to connect with reliable firm as 
manager of store or department. Address 
1-313, care Boot and Shoe Recorder, 367 West 
Adams Street, Chicago. 


ANTED—Sandals, house slippers or other 


novelty side line non-conflicting, for Georgia. 
Satisfactory references. Box One, 
Georgia. 


Americus, 





ANTED LINE OF MEN’S ALSO TAKE 
ON WOMEN’S $3.00 TO $4.00 FOR 
RETAIL DEPARTMENT STORE. NEW 
LOCATION AND FOLLOWING ASSURES 
VOLUME. FOR _ FURTHER _ PARTICU- 
LARS ADDRESS G. F. NUGENT, 3520-60th 
STREET, KENOSHA, WISCONSIN. 





TYwo Reliable Salesmen interested in line of 
Misses’, Children’s or Boys’ and Youths’ 
Shoes for New York and New Jersey territory. 
Can produce large volume of satisfactory busi- 
ness. Al accounts. Best of References. Nor- 
bert Joachim, 204 Lewis Ave., Brooklyn, N. Y. 








WANTED TO PURCHASE 








_ Buyers of Surplus Stocks 


wilt buy surplus or ar yp & berm of shoes 
on manufacturers, jobbers or 


QUANTITY NO eaaner 
KIRSCH - BLACHER CO., Inc. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 

















MERCHANTS’ NEEDS 





)\ SHOE CARTON LABEL 
SPECIALISTS 


Hall THE AMERICAN PRINTING 1°” LABEL CO 
314-316 E.l2th St, CINCINNATI. OHIO 


fas 


Mire Row for Samples’ | 





and CARDS | 





Actual Size—Die Cut. Red and 
Green Design, Black Figures, 
White Back Ground. 
COMPLETE SAMPLES ON 
REQUEST 
6 Dozen at $1.05 
12 Dozen at $1.85 
24 Dozen at $3.25 
A Profit Chart FREB with 24 
Dozen Order 
Contact Shoppers with Snappy 
Sales Messages on Artistic Cards 
Sizes 7” x 12” and 8” x 14” 

Check With Order, Please 


Unless C.O.D. Shipment is 
Preferred 


Merchants Service Dept. 
BOOT and SHOB RECORDER 


367 West Adams Street 
Chicago Illinois 














Minimum charge 75 cents. 





CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 
$1.25. When a box nuinber is desired twelve words should be added for the iio 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&® Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


RATES 


word. 
In all other cases each 


7 cents per 








When writing advertisers please mention Boot and Shoe Recorder 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


*‘MERCHANT’S SERVICE DEPT. 
209 S. State St., Chicago, IIL. 
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—_—__——aess=sss 
VE FOUND 


THE BEST 
At Wore VALUE _—ern, new hotel, in the 
IN NEW YORK 


Se city. 
aA 


ts the PICCADILLY 


45th-STREET and BROADWAY @ 


Just think... mod- 


heart of New York— 

200 feet from. Broad- 

way, on: 45th Street. 

A room and bath for one, 
$2.50; for two, $3.50. 


NEW YORK 
WILLIAM MADLUNG, Mng. Dir. 














Retires from Public Life 


AtBIon, N. Y.—In public life for 28 
years, Mayor Daniel W. Hanley, one of 
Western New York’s best known shoe 
merchants, retired from the job of 
heading affairs here after refusing to 
run for another term. 

Mr. Hanley, who served nine years 
as mayor, expects to devote his full 
time to his retail business. He was in- 
dorsed by both Republican and Demo- 
cratic parties for his last two terms. 
He began his public service in 1906 
as village treasurer, serving later as a 
member of the Board of Trustees. 








He and Daniel Maher began their 
retail shoe store in Albion in 1893. Mr. 
Hanley bought out the Maher interest 
in 1900, since when he has been head 
of the establishment. He is a native of 
Lafayette, Ind. 


Diversified Products 


PEaBoDY, Mass.—The National 
Leather Co., operating the A. C. Law- 
rence and other tanneries, says in its 
annual report: 

“The year’s results in the upper 
leather division were relatively better 
than for sole leather, the increased di- 
versification in the development of spe- 
cialties being healthful.” Or, in other 
words, a lot of leather for new uses is 
coming forth from the tanneries. 





Honors Limited Bank Deposits 


New ORLEANS—With a limit of 5 
per cent on all bank deposits, both 
checking and savings, the Imperial 
Shoe Store announced that goods could 
be procured on a charge account by any 
one, provided the request was O. K.’d 
by the new New Orleans Retail Credit 
Bureau. A number of new accounts 
were added to the store’s business. 


a ET EN 


FOOT HEALTH WEEK 
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H. C. Godman Co. Shows 
Strength in Annual Statement 


CoLUMBUS, OHIO — Despite heavy 
losses incurred during the past year a 
further strengthening in the financial 
position of the company was shown by 
the annual financial report of the H. C. 
Godman Co., for the fiscal year ending 
Nov. 26, 1932. The report was made 
at the annual meeting of stockholders. 

Notes payable to banks at the close 
of the previous fiscal year totaled $1- 
500,000, which were reduced during the 
past year to $650,000 and still further 
reduced to $450,000 Dec. 31. Under 
stress of economic conditions, particu- 
larily in the shoe and leather industry, 
the company sustained a loss of $1,806,- 
486.88 for the year, including $1,529,- 
758.39 from operation loss, $63,657 in 
interest paid and $213,071.49 in de- 
preciation. This compared with a net 
loss of $161,307.44 for the year ending 
Nov. 26, 1931 and a loss of $580,435.09 
for the year ending Nov. 26, 1930. 

Sales for the year amounted to $8,- 
803,448.84 as compared with $10,329,- 
786.65 for the previous year. Heavy 
charge-offs against surplus were made 
during the year amounting to $1,993,- 
770.76 including an overall. operating 
loss of $590,455.70, an abnormal charge 
of $797,869.96 and an additional charge 
at the close of the year of $605,447.10. 
The overall operating charge included 
interest, depreciation and normal oper- 
ating loss such as merchandise mark- 
downs and losses in credits. 

In his statement to stockholders 
President Fred A. Miller said: “The 
dominating financial policy of the man- 
agement of the company during the 
year was directed towards the reduc- 
tion of bank debt. The business trends 
during the early part of the year clear- 
ly indicated that such reduction must 
come from further drastic liquidation 
of inventory. During the first quarter 
there was a continued recession in sales 
volume. An effort was made to stimulate 
volume by closer pricing supported by 
further reductions in expense. Actual 
reduction in production managerial ex- 
pense alone, during the year amounted 





to 23 per cent as compared with the 
preceding year. 

“Our operating budget for 1933 calls 
for a reduction in expense of $443,000 
compared with the expenses of the year 
just closed. 

“The result of the last half of 1931 
led us at that time to make some com- 
forting observations for the future. 
However, the outlook for the events of 
the year have shown that, under con- 
ditions such as exist today, accurate 
forecasts are impossible.” 

At the annual stockholders meeting 
the following directors were elected: 
Fred A. Miller, J. E. Jones, D. P. Carey, 
M. J. Wallace, Harold J. Kaufman, S. 
G. Prentiss and G. E. Coffman. 

Fred A. Miller was reelected presi- 
dent; J. E. Jones, vice-president and 
secretary; E. W. Ellison, treasurer, 
and C. W. Falkenbach, assistant secre- 
tary, assistant treasurer and chief ac- 
countant. C. L. Ims, who has aided in 
the development of the retail division 
has been made treasurer and chief ac- 
countant for that division. 





Aggressive Advertising Sells 
Shoes 


DetroIr — Final report from the 
Ernst Kern Company showed a 12 per 
cent increase in business over last year, 
according to Harry G. Solomon, man- 
ager of the shoe department. He at- 
tributes this solely to the store policy 
of going ahead with advertising under 
conditions of depression. A two page 
ad, probably the largest shoe ad ever 
run in this city, was carried in the 
“Detroit Shopping News,” with single 
page follow-ups in the other papers. 
One result was a sale of 7900 pairs of 
shoes in one day. Values, of course, 
plus lowered prices, were essential in 
the sale policy according to Solomon. 
The February net record was estab- 
lished despite the fact that banks in 
Detroit were closed for half the month. 
March has been slightly under this rec- 
ord, with the continuance of the bank- 
ing holiday, but the advertising policy, 
instead of cutting down on exploitation, 
is vigorously upheld by this depart- 
ment. 
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BOOTS AND SHOES 


Ault-Shackford Shoe Co.. Auburn, Me.... 56 


Bass, G. H., & Co., Wilton, Me.......... 62 
Bleg Shoe Co., Inc., New York City..... 64 
Bob Smart Shoe Co., Milwaukee, Wis..... 33 


Chase, W.: S., Sons, Haverhill, Mass...... 62 
Chee. | Edwin, & Sons, Inc., E. Weymouth, - 


Colt-Cromwell Co., Inc., New York City... 53 
Connelly Shoe Co., Stillwater, Minn...... 48 


Craddock-Terry Co., Lynchburg, Va. . .33-34-35 
Dodge, Bliss & Perry Co., Inc., Newbury- 
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Ebberts, John, Shoe Co., Buffalo, N. Y.... 60 
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Florsheim Shoe Co., Chicago, Ill.......... 1 
Ree Ghengee Shoe Co., St. Paul, 
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Green, Daniel, Co., Dolgeville, N. Y..2nd Cover 
Green Shoe Mfg. Co., Boston, Mass. .Back Cover 


Hannahson’s, Haverhill, Mass............. 60 
Herbst Shoe Mfg. Co., Milwaukee, Wis... 64 


Marathon Shoe Co., Wausau, Wis......... 5 


Mishawaka Rubber & Woolen Mfg. Co., 
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Mond! Mfg. Co., The, Oshkosh, Wis....... 53 
= Day’s Ideal Baby Shoe Co., Danvers 
Mass. 64 


Nettleton, A. E., Syracuse, N. Y.......... 58 
Old Colony Shoe Co., Brockton, Mass..... 58 


ree, Branch of Int. Shoe Co., St. Louis, *~ 


Pore ePeee eee eee eee ee eee ee eee ee eee 


Queen Quality Shoe Co., St. Louis, Mo..... 10 


Richards & Brennan Co., Randolph, Mass. 58 
Roberts, Johnson & Rands, St. Louis, Mo. .3-52 
Rebinson-Bynon Shoe Co., Auburn, N. Y.. 5 


Shaft-Pierce Shoe Co., Faribault, Minn.... 60 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 60 
Stacy-Adams Co., Brockton, Mass........ 58 
Swan Shoe Co., Baltimore, Md............ 64 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass...........+++ 2 
arene Leather Cos., Wilmington, - 


Colonial Tanning Co., Boston, Mass....... 4 
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— Tanners Association, New York 
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Goodyear Tire & Rubber Co., Akron, O...26-27 
Hubschman, E., & Sons, Phila., Pa........ 31 
Kistler Leather Co., Boston, Mass........ 29 


New Castle Leather Co., New York City... 44 


Surpass Leather Co., Phila., Pa.......... 43 
Tanners Council of America, New York City 45 
Young Co., Richard, New York, N. Y..... 43 


Ziegel Eisman Co., Boston, Mass.......... 43 
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DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md.g..:....... 62 


Spaulding Fibre Co., No. Rochester, N. H., 
3rd Cover 


United Shoe Machinery Corp., Boston, 
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SHOE ACCESSORIES 


Simplex Shoe Tree Corp., Chicago, Ill..... 58 


MISCELLANEOUS 
American Printing & Label Co., Cincin- 
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Hotel Piccadilly, New York City......... 67 
Hotel Taft, New York City.............. 48 
Hotel Woodstock, New York City......... 50 


Kirsch-Blacher Co., Inc., New York City.. 66 


Marbridge Bldg., New York City.......... 50 













Bata Activities in China 


WASHINGTON, D. C.—On January 21, 
1933, the Bata Shoe Company of 
Czechoslovakia published announce. 
ments in all the local papers of the 
opening of their own shoe store at 207 
Nanking Road, Shanghai, reports 
Trade Commissioner H. D. Robinson, 
Shanghai, China, to Arthur B. But. 
man, Chief, Shoe and Leather Manv- 
facturers Division of the Department 
of Commerce. 

The Bata Shoe Company has been 
operating in Shanghai for the last 
three years but never under their own 
name. Their first entree into the mar- 
ket was made by consigning stocks of 
shoes to about twenty Chinese retail 
shoe stores. This venture was unsuc- 
cessful as it was difficult for the Bata 
Shoe Company to make collections. 
Their second venture in this market 
was opening up a shoe company under 
a Chinese name but this was also a 
failure. The third venture was sup- 
plying stocks to a retail store using a 
foreign name but operated by Chinese 
also failed. It is generally believed 
that the Bata Shoe Company opened 
up under their own name as a means 
of disposing of old stock that has been 
carried over from their other ventures 
in the market. 

While Bata Shoe Company are offer- 
ing several grades of men’s and 
women’s shoes made of leather, most 
of the stocks are shoes with cloth tops. 
Their leather shoes are priced lower 
than those made by Chinese shoemak- 
ers but. the quality is inferior. The 
cloth top shoes with rubber and leather 
soles are priced to compete with Japa- 
nese and local manufactured products. 
None of the shoes offered for sale will 
compete in quality with the lower 
priced imported shoes from any other 
country. 





Warns Against High Heels 


DAYTON, On10o—“High-heeled shoes 
are improper and the trend is toward 
lower heels in women’s shoes,” J. R. 
Parsley, Chicago, told Brookville town- 
ship women, in the past week, during 
his lecture on “Feet and Posture,” 
sponsored by the Ohio State university 
extension service. Parsley is con- 
nected with the Dr. Scholl Orthopedic 
Training School, Chicago. 
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Write for a sample leaflet which 
instructs your customer how 
to prolong the beauty of her 
shoes, if made of LEVOR white 
washable kid. 


After you have seen one, you 
will surely want them in all 
your white kid shoe cartons. 


They are free. 


G. LEVOR & CO., INC. 
100 Gold St. New York 











The merchant who plans and buys all-white 
kid shoes on the basis of a 30-40%* in- 
crease over last year’s selling is infallibly 


right. There never was a season, since 


Fashion swayed shoe selections, where the 
all-white kid shoe was so pointedly indexed 


as this year. 


*Some sections will show even a 
60% increase over last year’s white 
kid selling. 
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How are you going to treat this volume of profit- 
opportunities? Last year, when white kid shoes were 
very good, a lot of merchants were seemingly satisfied 
with a mere nibble, when they might have enjoyed a 
real “banquet” of white kid selling. 


Order your white kid shoes of LEVOR’S washable 
leather . . . “THE WHITEST WHITES.” White 
LEVOR washable kid is dependable leather . . . a 
value-product whose advantages make an asset to you 


in selling and a volume of turn-over. 


YU 
Win 
Ye WZ 
Yi WD 
vil, 


are L anned ly 


G.. LEVOR & CDi ine 
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FOOT:: so-POR 







IN-STOCK FOR WOMEN 






BROUWER S EACH of the eight styles of Musebeck women’s 
R: Foot-So-Port shoes have been developed with 


nao us Tore 
a. 88 ner: ama the one thought in mind, to give women the 
S088 Black Kid 6 eyelet tie ...........0.ceeeeeeees $4.85 s 4 . 
most practical shoe for holding weak feet in 
































$079 Brown Kid 6 eyelet tie ............2.-0-200e- 4.85 
0888 White Kid 6 eyelet tie ........6eeeeereeeenees 4.85 oa A 
te we Se 4.85 proper posture, relieving all foot strain. 
6 eyelet tie, brass eyelets, Moccasin Vamp. 


The wide ball tread, high vamp line, and 
roomy forepart insures comfort. The special 
high, 6 eyelet quarter patterns and the use of 
thick, strong silk laces acts as a new bandage 
each time the shoe is laced, allowing complete 
freedom of action in forepart of foot. 


Since women have worn so many light-weight 
shoes, there has developed a complete breaking 
down of the bone and tissue structure of their 
feet. 


Every woman needs one pair of strong, well 
built Musebeck Foot-So-Port shoes to hold her 


feet in normal posture during the period of the 





MUSEBECK 


No. 86 day that she spends most of the time on her 
AAAA-EE feet. The Foot-So-Port insole and the broad 

MND ooscbs0ssesos anise eeneee 85 , ; 
ai only hpi dg Ga RR "ae heel with the widest and strongest shank ever 


built into women’s shoes, gives every woman 
wearing these shoes a sense of poise, comfort 
and complete relaxation from nerve, muscle 
and joint strain. 


Sleepy, rigid and cold feet become alive again 
with uncramped nerves and free blood circu- 
lation. 










Write for complete details 
about Musebeck 4 Point 

Merchandising Plan 
that will give 









plenty of ac- 
BRO , tion on the 
eae sale of 
No. MUSEBECK Copyriyiited 
AAAA-EEE 
* $078 Black Kid Blu, OX. ........sescecseeeesees $4.85 FOOT-SO-PORT 
Sone winch aa teed: Ge? NEE IE ae 4.85 SHOES FOR WOMEN - 
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MUSEBECK 
FOOT-so-PORT 







BANKER 
AA to E oo 


S056 Blk. Kid Blu. Ox. . 
S56 Bik. Kid 6” Shoe ................... 4.85 









IN-STOCK FOR MEN 








women’s 


ed with 


The idea of placing extensions on the inside of insoles, © 
as an inner longitudinal arch support feature, was de- 























_ me veloped by George E. Musebeck years ago. After hav- 
feet in P ° ° 
ing had fifteen years of actual shoemaking experience, 
and after serving as a shoe machinery engineer for ten 
years, which gave him practical knowledge of all shoe 
thie machines and complete knowledge of all types of shoe 
ain iil construction, George E. Musebeck developed the Muse- 
andage beck Foot-So-Port insole to straighten up the first, sec- b 
ym plete ond, third and fourth degree weak foot. This was done aeaaarspg-saean 
with a complete knowledge of the proper function of $060 Blk. Kid Blu. Ox. ...........00000. 84.85 
the foot and with the cooperation of many of America’s es EY eEIECERTEENEME 7 
-weight most prominent foot specialists. 
creaking 
f their There are no visible wedges or outward appearances of 
corrective ‘or orthopedic shoes. Wedges and features 
that make Musebeck Foot-So-Port shoes give the results 
B well they do are all built between the insoles and outsoles. 
oe = Some features are patented, other patents pending. 
oO e 
on_ her 





All Musebeck lasts have been developed with wide ball 












broad 

k ever tread and full measurements that prevent cramping of 

woman the fore part of the foot. BRO 

»mifort meow 







AA to E 
$0170 Bik. Kid Blu. Ox. ................ $4.85 


muscle Another important feature of Musebeck shoemaking is 


the building of shoes SOLID from the last down—with- 
out cork filler between insole and outsole. 










again 





circu: 





MUSEBECK SHOE 


Danville IHinois 










Write for new Catalog showing thirty- 
five men’s and women’s in-stock num- 
bers. 


Terms 5% 20 days. 





























Regular Musebeck dealers are sup- ORTHOPEDIC 
plied with a weekly radio and news- AA to E 
; paper advertising service. Musebeck go7o pix. Kia Blu. 0 85 
righted h j i Ri OS 5 occ nces cncceagas $4. 
elps tak sell shoes * a profit. mR... S70 Bik. Kid 6” Shoe .................. 4.85 
never take inventory losses on use- W » 
FOR MEN Sak dimen, S500 Blk. Calf 6 D MUNO rs ccackcansceneeeee 4.25 
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Hocper's Bezaasr 


The calfskin for 175,000 pairs of Watk-Over y, WAN" S 
Cabanas and for many other style-leaders is a product of the a, KDE SG = 
AMERICAN HIDE AND LEATHER COMPANY, BOSTON, MASS. y “ ? > bi 


Abe YoRa Sv. bts IL ee Res Palin. PRONE 1210 ESTER, EMOLAND 





>>>>>>>>>> 





1008 Caan a, tend 
@ All those in favor of taking it breezy even though pierced through with hundreds — only by the Geo, E. Keith Company, Broek- 
easy and breezy in a smart new way will of leaf-lhe perforations... the 1953 Cabana ton, Mass. and sold at Walk-4Over shops 
raise their right foot and slip on a pair of | is an original and exelusive design made everywhere. Choose from blue, black, 
Walk-Over 1934 Cabanas the shoe sena brown, beige or white. Styles fur every 
town and country occasion . .. three and 
chic design as well as cool comfort four eyelet ties, operas, sandals, Ttraps 
OF the softest calfskin that ever graced vour and step-ins. Each with contrasting two- 


foot— specially selected to hold ite shape tone stitebing $8.50. 


HIPE/E/LEATHER CO. 


tion of the season in which perforations are 


APPEARING IN APRIL HARPER’S BAZAAR 


AMERICAN 





<<< <<< < 
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ril 1, 1933 


_— 


Z CS 
aapers Basaar 


these two 
well known products 


WALK-OVER’S CABANA 
and 
ROSEBAY WILLOW Pe 
CALF ae 


In 1932 the phenomenal success of the Walk-Over Cabana was eu be i \ 
~~ 
on every tongue. Now, the 1933 Cabana is well on its way to Pa 

























exceed the popularity of its predecessor. i 

In the original Cabana, Rosebay Willow Calf was the standard , r 
upper leather. To have shared in the success of such an out- / } 
standing shoe is gratifying. It is even more pleasing to know that / 


| Rosebay Willow Calf so thoroughly lived up to the expectations 


of the Geo. E. Keith Company that it continues the standard fF po] 

P H ; 

| leather in the 1933 Cabana. 4 f \, 
| We can conceive of no endorsement more convincing than this. —a 





Rosebay Willow Calf is a light, 
supple, glove-like calf admirably 
suited for use in smart feminine 
footwear. It is available in a wide 


1| HILDE, aud —— 
LEATHER Giypany 


BOSTON, MASS. 


WwW hen writing advertisers ple: ase mention Boot and Sho re Recorder 









































THALIA 
19/8 Heel 


R-567—White Kid—$3.75 
R-568—Mat Kid—$3.75 
R-569—Blue Kid—83.75 





CLAUDINE 
17/8 Heel 


R-508—Black Baby Calf, perforations 
underlaid with grey-—$3.60 

R-519——Blue Baby Calf, perforations 
underlaid with grey-—-$3.60 

R-558—White Baby Calf—$3.60 


ALVAH 
17/8 Heel 


R-529—Black Kid—$3.50 
R-530—Dark Blue Kid—§3.50 


(Fancy goring at throat) 


VALENCIA 
16/8 Heel 
R-531—Blue Baby Calf-—$3.75 
R-532—Chaff Baby Calf—$3.75 
R-533—White Baby Calf—$3.75 
R-537—Black Baby Calf—$3.75 
R-556—Tan Baby Calf-—$3.75 
(Perforations punched through ) 






SEBILLE 
15/8 Heel 
R-545—Chaff Baby Calf—plain calf 
saddle and heel-——$3.75 
R-547—Blue Baby Calf—plain calf 
saddle and heel—83.75° 
R-550—White Baby Calf—plain calf 
saddle and heel—$3.75 
(Perforations punched through) 


RHEA 
17/8 Heel 
R-509—Brown iia in white 





kid—$3. 

R-510—Dark Blue ‘ia—piped in grey 
kid—$3.60 

R-512—Black Kid—piped in grey 
kid—$3.60 

R-514—Grey Kid— piped in grey 


perlustre—$3.75 
R-534—White Kid—$3.60 
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FANTAN 
19/8 Heel 
R-539—Chaff Baby Calf—$3.75 
R-540—White Baby Calf—$3.75 
R-541—Blue Baby Calf—$3.75 
R-560—Mat Kid, perforations under- 
laid with patent leather— 


3.60 
(Perforations punched through) 





BREVETTE 
17/8 Heel 
R-570—White Baby Calf—$3.60 














REGENT 

20/8 Heel 
R-432—White Kid—$3.25 
R-442—Black Baby Calf—$3.00 
R-490—Brown Kid—$3.25 
ae Kid—piped in darker 

y——$3.25 
R-525—Blue ” Kid—piped in grey 
$3.25 


R-555—Parchment Kid—piped in 
beige $3.25 









NACHRS ia at i 


aN as eo Roba 











